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Package improvements can increase 
sales and profits. Repeat orders rushed 
to us tell quickly those that “click”. 
Sometimes changes are simple... 
sometimes revolutionary. Many of the 
ideas can be applied with equal 


profit to other products. 


5g 


¥ 


FOR INSTANCE, TAMPER-PROOFING! 
Motor oil first proved its profitableness. Now linseed oil is 
stepping ahead in factory-sealed cans, assuring purchasers 
full weight, and guaranteed purity. Put up in three handy 
sizes; customer selects can needed, punches triangle with 
the Canco “Quick and Easy’’ Opener . . . and pours. Will 
this proven idea fit your product? 





HERE'S A FAST- 
STEPPER 


These catchy games have been sell- 





ing so fast we can't keep track of 


WATERPROOF just how many hundreds of thousands 


me 


See 





have moved across counters to date. 


We think you will agree that the PICK UP STICK : 


F : : THE 
good-looking Canco fibre container ONTINENTAL GAM 
pSCHOENHUT INE 
has helped. It stands erect . . . pokes meen 









its head above the crowd. Shoppers 
pick it up and ask about it. A strong, 


economical container. 





FOR INSTANCE, MODERN BEAUTY! 


At left is the previous, Jabeled can, at right, the redesigned, 





brilliant, Jithographed can. The new, handsomer can is at- 


tracting increased notice on shelves, counters and in windows. 

WANT MORE IDEAS? Tell us what duct i 

: . your product is d 

Sales show the result. Do you know how economically you and we will send specific sales-building ideas to fit it. Address 
can change to a modernized, beautiful, lithographed container? Dept. MP-S. 





AMERICAN CAN COMPANY 


230 PARK AVENUE, NEW YORK CITY 
WORLD'S LARGEST MANUFACTURER OF METAL AND FIBRE CONTAINERS 
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CNSEMBLE” 


Whether for an exclusive social function, or merely for walking 
the dog, the correct ensemble is an important consideration of every discrimi- 
nating woman... and the correct package ensemble should be an equally 
important consideration of every manufacturer of fine toilet preparations » » » 
Note how well Martin Ullman has carried out the ensemble idea in the 
Blended Cream package he designed for Armand & Co... . jar, label and 


closure (a Phoenix S T) combine to form a harmonious, eye-compelling whole. 


PROEN TI METAL LAP CO. 


2444 W. SIXTEENTH T., CHICAGO 3720 FOURTEENTH -» BROOKLYN 
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A CELLOPHANE “WINDOW” SUCCESS 





by 
BEECHIES 


The Gum that rose from “scratch” to a “Best Seller” in 5 Years 


HREWDLY, the Beech-Nut Packing Co. chose a carton 

with a cellophane ‘window’ when they launched their 
new candy coated chewing gum in 1932. They knew the “eye 
appeal” of a carton which showed its contents to the buyer. 
However, the problem of loading 12 pieces of gum in this type 
of carton at a high speed was one not yet solved. 

But Beech-Nut officials knew by experience the wisdom of our 
suggestion, “If It’s Packaging—Try Redington First.” For a 
good many years they had used other types of Redington Ma- 
chines. So the problem was put right in the lap of our Engi- 
neering Staff. 

In fall, 1932, the first Redington Machine for handling the 
Cellophane ““Window”’ carton was designed. It operated at a 
speed of 100 cartons a minute. 

Today, five years later, ““Beechies” sales have zoomed. Four 
Redington Cartoning Machines are now in operation . . . the 


fifth will be sometime this year. 


Does this experience of Beech-Nut suggest that Redington 
may be able to help you with some of your packaging problems? 
Would new, high-speed machines for cartoning, carton sealing, 
wrapping or special packaging lighten your burden? Consult us— 
without obligation. 





Loads 100 Cartons a Minute 
—12 Pieces of Gum Per Carton 


This Redington Cartoning Machine is another “‘first’’ for us 
... the first practical machine for loading Cellophane window 
cartons at high speed. But cartoning has been a specialty of 
Redington for many years .. . and products from collapsible tubes 
of tooth paste to candles and crayons are cartoned on Redingtons. 





in 1982 ONE REDINGTON Cartoning | 





ie Machine was installed 
in 1937 FIVE will be in operation 




















F. B. REDINGTON CO. (Est. 1897) 110-112 So. Sangamon St., CHICAGO, ILL. 








for CARTONING e CELLOPHANE WRAPPING e CARTON SEALING 














sion LABELING 
Cleaner and faster precision 


—and at less cost, too! 


This best-of-all-labeling unit has been adopted by most critical 
production executives. Made for hand feed or fully automatic, 
for product-labeling; jars, bottles, flasks or boxes. Requires no 
skilled attendant; cleans itself; handles wide range of sizes, all 
shapes of labels or seals, and runs up to 60 a minute. In Tan- 
dem, 120 per minute. Equip your plant with 


the PONY LABELRITE 


@ no excess glue—no wiping of bottles 

@ perfect register—no blisters or loose edges 

@ “'petty-cash’”’ change parts—low operating cost 
@ variable speed control—fits any production line 
@ easiest and fastest changing of parts. 


Send samples for prompt response with details of 
speed and cost....complete catalog contains full 
information. 





NEW JERSEY MACHINE CORPORATION 


1600 Willow Avenue, HOBOKEN, N.J. 





CHICAGO OFFICE WEST COAST AGENT CANADA 
549 W. Washington Blvd. L. H. BUTCHER CO., Los Angeles, San Francisco R. S. Gold, Toronto 
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BASKET, 
wy METALINE 


Class 


Sales Appeal 


This gorgeous box covering is a recent creation from 
the HAMPDEN MILLS at Holyoke. Here is a paper 
with vitality and beauty ready to do duty on any 
size box wherever used. Why not send for a set of 
working sheets in all colors and try out this 1937 


sensation. 


HAMPDEN GLAZED PAPER & CARD COMPANY 


Holyoke, Massachusetts 


SALES REPRESENTATIVES 


New York, N. Y. Chicago, Ill. San Francisco, Calif. Philadelphia, Pa. 

60 East 42nd St. 500 So. Peoria St. 420 Market St. 412 Bourse B'ld'g. 
Toronto, Conada Dallas, Texas Seattle, Wash. Dillard Paper Co., Inc. 

137 Wellington St. West 3414 Potomac St. 1203 Western Ave. Greensboro, N. C. 


Fred'k. Johnson & Co. Limited - 234 Thames Street - London E. C. 4 England 
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WW HY is it that users of cans, both large and small, are turning 
to this company for their requirements in steadily increasing 
number? It is because they are finding here an entirely new spirit 


of cooperation and helpfulness. 


New in the field and independent, Crown Can is in a unique 
position to serve its customers on a basis which gives full consid- 
eration to their interests. It also has the resources and manufac- 
turing facilities to fulfill all commitments it is willing to undertake. 








To those who have not yet discovered the advantages this serv- 
ice offers, Crown Can extends a friendly hand. A representative 
will gladly give you the details without obligation on your part. 
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“TOP” PERFORMANCE & ACCURACY 
FOR EVERY TYPE OF MATERIAL 





No matter what your requirements are 
we can supply you with semi- or fully 
automatic net and gross weighers to 
handle free flowing or non-free flowing 








materials in any style or size of con- 






tainer. Or, we can supply equipment 
to produce the package from start to 


finish. 









NATIONAL MODEL GE SCOTT NET WEIGHER a 
Speed: 20 to 35 per minute [gravity operated] 
Capacity: 44 lb. to 3 lbs. 

Space Required: 114 wide by 24 ft. long 
Tripod or Pipe mounting optiona 

Power feeders are required for handling non- 
free flowing materials. 













Check the data below each of the machines. 
Note the high speed, the low operating costs and 





the wide variety of sizes and weights that can be 






handled. Long, life, high performance and un- 







failing accuracy are built into every machine. NATIONAL MODEL MH 

a ' ‘ ; BOND GROSS WEIGHER 

Semi-Automatic Bond machines may be equipped Speed: 10to 50 per minute. Semi- 

» ° ° ° Th “ automatic. 

for weighing, packing or volume filling. Fully Operator: One. Adjustable for 
packages 8 inches square or 






automatic machines can be equipped for weigh- round and up to 14 inches high. 


ing, volume filling, or both. There is a proper 







model for your particular requirements. 






NATIONAL MODEL MG NATIONAL MODEL MN BOND GROSS WEIGHER 









BOND GROSS WEIGHER Speed: 50 to 120 per minute. Fully Automatic 
Speed: 10to30 per minute. Semi- Operators required: None 
Automatic Adjustable for packages up to 5 inches long by 37% inches 
Operator: One. Adjustable for wide and up to 10 inches high. Automatically divides 
packages 8 inches square or round containers into two lines and assembles filled ones into 
and up to 14 inches high. one line. 





UNITED STATES AUTOMATIC BOX MACHINERY CO., INC. 


OWNING AND OPERATING 


NATIONAL PACKAGING MACHINERY CO. 


459 Watertown Street, Newtonville, Mass. 


Branch Offices 


NEW YORK . CLEVELAND . ©) | ROP VeR®, . S G S . LONDON, ENGLAND 
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Increase your Profi ts with J&L 
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a Tin Plate is made 
& of selected steel, 
rolled uniformly to gage and 


properly annealed to suit 
your special requirements. 


It enables you to hold your 
production line at maximum 
speed ... for greater profits. 
You get trouble-free form- 
ing operations at high speed 
...and a larger proportion 
of perfectly formed tops, lids 
and necks. 


And in addition, you gain 


the good will of your cus- 
tomers because you can give 
them the kind of packages 
they want... containers that 
are good looking . . . that 
help sell their products. 
J&L Tin Plate has a clean, 
smooth, surface that takes 
lithographing perfectly. 


For fast production .. . of 
better containers and clo- 
sures, at a low cost, specify 
J&L Tin Plate. For greater 
profits, buy J&L and be sure. 





¥ JALCOLD 


“For deep draws 





A cold-reduced special- 
purpose plate with excep- 
tional capacity for deep- 
drawing operations. Its 
increased ductility, flatness, 
uniformity to gage and fine 
lithographing quality make 
it ideally suited as a stand- 
ard material for special 
container operations. For 
difficult draws and beauti- 
ful designs, buy Jalcold. 











JONES & LAUGHLIN STEEL CORPORATION 


PITTSBURGH, PENNSYLVANIA 


MAKERS OF HIGH QUALITY IRON AND STEEL PRODUCTS SINCE 1850 
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Spotlight your product in windows and on counters or back bars with jumbo replicas printed 












or lithographed upon a remarkable new paper material. Laminite is the name. It is 
laminated glassine and, being paper, it is economical to buy and use... Laminite opens 
up new display possibilities because of its high translucency. Unbeatable for inside- 
illuminated facsimiles of all kinds . .. Many times less costly than metal. Unlike glass, it is 


not fragile,— obviously isn't heavy like wood, plaster or composition. Most constructions 








can easily be fabricated to ship flat and assemble in simple fashion. Write us for details. In | 
5 of 
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PRODUCT OF RHINELANDER PAPER CO. a 3 


RHINELANDER, WIS. + CHICAGO + NEW YORK 
MODERN PACKAGING 
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In the limbo of forgotten things is the old cracker barrel 
of yesterday. In an era of increasing change yester- 
day's methods rarely fill today’s needs. Today’s pack- 
age must be more than a container. It must be a 
salesman as well. Lacquered paper is an important 
factor in modern packaging methods. 


ZAPON paper lacquers bring out and retain full color 
values. They prevent ink runs over printing and impart 
a lasting freshness, resisting alcohol, smoke, acids and 


EASTERN SALES: 
ZAPON DIVISION 
ATLAS POWDER COMPANY 
Stamford, Conn. 


alkalis. Washable and flexible, ZAPON lacquered 
papers are dirt and grease proof, will not crack nor 
mar readily. 


In addition to improved appearance and protection, 
frequently the use of paper lacquer has made possible 
actual savings in the ultimate cost of packaging. Only 
by careful trial on your own job can the advantages of 
paper lacquer be thoroughly proven. ZAPON solicits 
the opportunity of demonstrating these advantages. 


WESTERN SALES: 
ZAPON-BREVOLITE DIVISION 
ATLAS POWDER COMPANY 

North Chicago, Ill. 


INDUSTRIAL FINISHES 
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Caps because they g!v 
base pend on vac- 


dentations in the rim also 


. . de- 
assuring uniform, 


Score one here for 
double security. Sea 1 
uum alone. Ingenious in 
lock the cap firmly in place, we: 
pendable sealing on every conta 


ling does not de 








Users agree that VPO are the most practical one piece caps yet 
, devised for vacuum sealing. They can be applied at any desired 
_ speed with the CCS Inline Capping Machine, Write for samples. 


CROWN CORK AND SEAL COMPANY, BALTIMORE, MD. 
World’s Largest Makers of Closures for Glass Containers 


CCS) = 


ass ETE SEALING FOR YOR 
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a Y/ 
Whal “Mave IN AMERICA” 
means to our customers 


cAmerican Standards of Design and Material 


In each detail from design to delivery, every CHamBon and 
CuampLain Rotary Printing Machine is a 100% American 
product. They are designed and built by a wholly American- 
owned company in a new modern plant equipped with the 
finest machine tools available. 


cAmerican Standards of Production 


While retaining the better features of the European type of 
press, our engineers have combined American materials with 
skilled American labor to produce multicolor printing machines 
whose performance has established new standards in the field of 
package printing. While designed for high speed production, 
CHAMBON and CHAMPLAIN machines at the same time produce 
quality letterpress, dry offset, and gravure printing. They print 
on all types of material from cellophane to metal foil and 
board, and deliver the finished piece ready to use in subsequent 
packaging operations. 





cAmerican Standards of Service 


Every step in the designing and building of our machines is 
carried on under one roof. We maintain our own art, photo- 
graphic and engraving departments. On hand at all times are 
parts for machines, with skilled workmen available when needed. 
Cuampon service follows through from design to delivery of your 
machine, a “Made in America” service designed for the exacting 
requirements of American manufacturers. 

If you have a printing problem which might be solved by in- 
stalling a CHamMBon or CHAMPLAIN machine, send us full details 
and samples and request our free analysis of your problem. 


Cf) (f/ 
eonlon vorproratoin 


GARFIELD, NEW JERSEY 


CHAMBON & CHAMPLAIN ROTARY PRINTING MACHINES 


MADE IN AMERICA 
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VICTOR PLASTIC CAPS 
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STARDUST 
CRYSTALLON 


ue is the newest of 
Riegel's Crystallon papers, 
specially created for use as 
a box covering material and 
attractively priced. It com- 
bines the protection of a 
lacquer coating with an 
unusual decorative effect. 
Stardust is alkali-proof, 
water-proof and moisture- 
proof to a high degree and 
it may be printed with 
either offset or letterpress. 
Lacquer-coated papers for 
set-up boxes are enjoying 
increasing popularity due to 
their attractive appear. 
ance, excellent printing sur- 
face and natural protective 
qualities. Stardust offers a 
color range specially 
adapted to box use and 
is a distinctive addition to 
the field. Our complete 
sample book will be sent 


on request. Write to 


PAPER CORPORATION 
3492 Madison Ave., N. Y. 


This is a sample of Riegel’s Stardust — Pink. 
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SUCCESS 


To your HOLIDAY SALES! 


The battle of the bottles will rage more fiercely than ever this year at 
Christmas time. Wines and liquors. . bottles in countless numbers. . will 
vie one with the other for attention, and sales. * There is one method, 
and one alone, that will make YOUR products stand out far above the 
rest .. that will make them literally SHOUT “BUY ME, I'M BETTER!” 
Dress them up in gay, colorful, holiday cartons of ACM CLAY COATED 
BOARD. The smooth, snow-white printing surface of this better board 
gives greater brilliance tocolorsand varnish. Cartonsof ACM Clay Coated 
Board are more rigid, easier to handle, have the feeling as well as the ap- 
pearance of quality. Let an ACM representative and our staff of package 
designers help you insure the success of your holiday sales! Ideas, sam- 


ples of stock designs, and cost estimates without obligation. Write today! lr: 
orto rend | 


AMERICAN COATING MILLS, INC. 
Vain Office and Want + Elkhart. Indiana 


CHICAGO OFFICE « WRIGLEY BUILDING NEW YORK OFFICE e¢ 22 EAST 40th STREET 
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KEP-ARK INC. 


KEP-ARK EXCLUSIVE CANADIAN REPRESENTATIVES 
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BOSTON, MASS. 


COLLAPSIBLE TUBES AND CONTAINERS LTD., TORONTO, CAN. 














: 4. Here's what | mean. A fold 

1. Look at this survey, Mac, Sa ing carton of RIDGELO Cley 
84 out of 91 drug items now Coated Boxboard. Rigid, easy 
to pack and display. Will print 

packed in cartons. : \ smoothly, stay fresh and clean. 











ik —" f ; = And it looks enough like our 
scsi taitiaaiiaanaleiiniaiel old label so everyone will rec- 
the few with a wrapped ognize it. 


package. 





3. (The Boxmaker) Mr. Smith, we can 
change your package to this carton 
and retain every important feature 
you value! 


2. |wish sometimes our old package 
wasn't so well known. As it is | am 
afraid to change. 











Don't forget our packaging ma- 
chinery, too. Still, I'll talk to a Sounds interesting, but it must look 


boxmaker. better, and sell better. 











trade is going for our new 


5. You've done it, Mac. The 7 


carton like ducks to water. 
Do they like it! 


a 
_— 





Yes,and our packing iswork- 
ing faster, too. Less spoilage, 











nicer printing. 





























6. Remember when we thought we Here's the moral to this story. 


tg change Habe Mac? The new carton for Scott’s Emul- 

S tai i ; 

ecialigte Pec tceeetonenii gaat sion is made of RIDGELO Clay 

It was a happy day when that box- Coated Boxboard and replaces a wrapped 


xia a as package. Merchandise does look better and 





sell faster in clay coated cartons. 














RIDGELO—""THE BEST;KNOWN NAME IN BOXBOARD'' 
MADE AT RIDGFIELD, N. J. BY LOWE PAPER COMPANY 


Representatives: W. P. Bennett & Son, Toronto « E. C. Collins, Baltimore « A. E. Kellogg, St. Louis .* MacSim Bar 
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For Use On 
CARTONS 
PACKAGES 
BOOKLETS 
MAGAZINES 
DISPLAYS 
WRAPPERS 
LABELS 





HITRACTS 
THE EVE 





*TEN-N-SHUN! 


When the parade passes the reviewing 
stand, the regiment with the brightest and 
most attractive uniforms commands the great- 
est attention even though it may not be as 
well drilled as some of the others in the 
procession ... So it is with the parade of 
products on dealers’ shelves and counters 
...No matter how good the contents or how 
well designed the container, unless it has 
eye appeal, it is getting off to a decidedly 
poor start. 


EGYPTIAN PAPER LACQUER is the finish 
whichimparts that added look of quality to all 
types of printed or lithographed matter and 
at the same time affords the necessary pro- 
tection forkeeping your product factory fresh. 


EGYPTIAN PAPER LACQUER is a clear, 
water white finish... hard and durable yet 
flexible...a finish which resists dirt, grease, 
alkali and alcohol and is not subject to 
scuffing or softening with climatic changes. 







We invite your inquiry for further details 


THE EGYPTIAN LACQUER 


MANUFACTURING COMPANY 
Rockefeller Center - New York, N. Y. 


This insert is treated with one 
coat of Egytian Paper Lacquer 












He 4 Panta ri ath 

i Cet Ga sdete aN 
Ne yt 4 ny 
ene | 


Thragtilal si 
COLORS 



















a RNORADEg, fo SOFT DE 





















@RAD™ 
§ 
sL SOFT p 
& 
is ne o 
\ A cool SoFrr Ring 





- 
* mane MENG 
ak 






& SMITH 











FILLERS and SEALERS _ 


ackaged on the $&S Filler and 


Sealer, soft drink powder, or any 
free flowing material, is accurately 





filled, tightly sealed and speedily delivered. 
One, two, or three filling units can be used 
with each sealer. 


A host of well-known users have made | 
the S & S Filler and Sealer one of the Production: 
most popular of packaging machines. vi Na 25 to 150 Units Per Minute 


Convenient payment terms are available. 
Write for complete information. 


STOKE MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
Frankford, Philadelphia, U. S. A. 








This is addressed to Men of Affairs, 
mation concerning SURFACE COLORING 


Thin papers and, etc. Its infinite sales opportunitiesinan ever-expanding | 


production of COLOR, immediately, in large or small runs without 


Here we present a few of scores 
of CASE HISTORIES covering every type of surface COLOR- 


ING, done on Printcote Equipment, from a market that is 
spreading to all manner of commerce and industry—on and on 
it goees—BUSINESS THAT NEVER WAS—waiting for the 
suggestion that it can be beautifully and cheaply done by 
Printcote processes of SURFACING. 


A manufacturer whose container purchases are considered a good piece 


of steady backlog business, placed a trial order for SURFACE COLORED containers. This initial coloring of a 
few thousand square feet resulted in over a million square feet of surface coloring within a few weeks. It was 
done on Printcote Equipment at 250 lineal feet per minute—width, 5 feet. 


The problem of carrying product identification through to ultimate 


consumers was solved by a parts manufacturer using SURFACE COLORING and DESIGN as part of the strategy. 
With careful attention the products are packaged at the factory in fresh and attractive cartons ready for placing 
intact in cabinets that are sold to the public. Inthe purchasers’ homes the name can readily be seen. Hundreds 
of thousands of square feet of SURFACE COLORING has been done for this regular repeating business on Print- 
cote Equipment. 
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A specialty concern needing brilliant colors on dark cheap paper stocks, 


considered it an impossibility, especially when specifications stated that colors must be waterproof, abrasion 
proof, with excellent fast to light quality, heat proof, and what have you. 

A trial order, produced on a Printcote machine, has developed into many orders of a variety of colors. The 
concern now knows that brilliant middle colors as well as clean pastel colors can be produced on common paper 
stocks, that look and feel like expensive papers after being surface colored. 


Color did tf 


Manufacturer of Embossed Papers, believing his package costs were too 


high priced in comparison with value of products packed therein, insistently demanded lower prices, but for a 
SURFACE COLORED and well designed package he willingly accepted a price increase. The unexpected beauty 
of the COLORED package had the desired effect on distributors—the product was given a new value—while sales 
increased to such an extent that manufacturer placed order for year’s requirements. Printcote Equipment is 
producing millions upon millions of square feet of this type of SURFACE COLORING. 
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who are interested in reliable infor- 
of all types of paper—Jute—Kraft—Sulphite—Enamel, 


market; its low cost in comparison with outmoded coloring habits; the 


carrying inventories; and Quick Turnover of a Small Capital Investment. 


Manufacturer of household products, after employing a nationally 


known industrial designer to create a special line for country-wide distribution, accepted the plan of pre-packaging 
each of the products. 
SURFACE COLORED PREPACKS were ordered with the understanding that they should match the beauty 
of the products and contribute toward creating the proper pitch of receptivity on the part of store buyers. 
Repeat orders tell the story of this successful SURFACE COLORING and it was done on Printcote Equipment. 


Colee hid wt 
A distributor was introduced to Surface Colored Displays for fruits. 


His specifications for a small initial order demanded that the coloring be waterproof and stand water sprays on 
vegetable counters of stores. Large repeat orders have been regularly executed and tie in with advertising cam- 
paign. Printcote Equipment is used in coloring operation. 


For a manufacturer of dainties and confections—over one-half million 


square feet of SURFACE COLORING within a few weeks after first small order. SURFACE COLORING is being 
used for all kinds of purposes by manufacturers of paint, oil, ice cream, paper, printing, glass, machinery, furs, 
cosmetics, coffee, peanuts, etc., etc. The stores are packaging wedding, birthday and holiday gifts in SURFACE 
COLORED packages. One reason for all this is that with SURFACE COLORING it is possible to match and re- 
produce any color or tone in the visible color spectrum and with Printcote Equipment accurate reproduction of 
any subject is possible—all within a price that is lower than any other coloring process. 


PRINTCOTE COMPANY SUPPLIES A COMPLETE COLOR PROGRAM 


Equipment * Color Engineering * Formulas for all purposes + Expert Direction in Designing 


OR ANY PART OF THIS SERVICE AS AND WHEN DESIRED 


COMPLETE INFORMATION ABOUT 


WITH MODERN COLORING METHODS 
and PRINTCOTE EQUIPMENT 


PRINTCOTE COMPANY +- 111 FIFTH AVENUE, NEW YORK 
ORIGINATORS OF ALL PURPOSE PRINTING MACHINE'S 

















WARNERCRAFT 


THE FINEST WORD IN PACKAGING 








You, Too, May Wish Hand-Made Boxes 


These of Molinard are shaped to conform with unusual containers. They 
are lined with silks and velours in tones that accentuate the natural 
beauty of the bottles. They are finished to simulate leather and gold. 
Indeed, the practical and distinctive Hand-Made Boxes of Molinard 
Perfumes admirably demonstrate the smartness of design and perfection 
of workmanship for which Warnercraft Packaging is noted. 


HAND-MADE BOXES—DESIGNING SERVICE—FOLDING BOXES 
« 


THE WARNER BROTHERS COMPANY 


BRIDGEPORT CONNECTICUT 
200 MADISON, AVE., NEW YORK—(ASHland 4-1195) 
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stay clean and fresh, look better and sell better when they 

are packaged in Royal’s beautifully printed Cellophane ee 

envelopes and wraps. el yes 
ST. LOUIS | MINNEAP 


DALLAS. 


Write ~~ Samples 

















FIRST IN RESEARCH 











@ First in research and laboratory con- 


trol, as well as first in the manufacture 


of paperboard, shipping containers and 
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folding cartons. 


CONTAINER CORPORATION OF AMERICA 


Write to 111 W. Washington St., Chicago, for an illustrated booklet that describes our plants and products. 
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Taking 






the industry 







by storm! 


PNEUMATIC’S NEW 





“Upside Down” 


BOTTLE CLEANER 







Dry cleaning for new glassware is not so new but 








what nearly every production manager knows its 





value and its limitations. This method of clean- 






ing without water has been widely accepted for 


















several years as an efficient and economical way 


Simple enough isn’t it? This close-up to clean new bottles received in sealed containers. 
photo shows the tip-over drum with 


. mé 7 Ld - 
holding plates removed so you can see Pneumatic research and development engineers have given 


lwo sels of bottles in position. A group dry cleaning a tremendous boost by perfecting a simple and 
; of sia bottles enters upper chamber effective mechanical unit for turning bottles upside down for 
4 from left; then is tipped downward pressure air cleaning. Inverted bottles can be cleaned so 


and subjected toa 60[b. pressure blast 


od Mmaddan-dies then eocial ines much more easily and rapidly and completely with this new 


ag upright to conveyor and discharged method that it is replacing many older type cleaners. 

2 oul al right. | Tell us your requirements and we will gladly submit a com- 
: plete proposal on the Inverted Bottle Air Cleaner. Ask us 
4 Send for for Bulletin 34 on this latest addition to Pneumatic’s complete 


Bulletin 34 line of bottling equipment. 







PNEUMATIC SCALE CORPORATION, LTD., 71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 


Branch Offices in New York; Chicago; San Fr i ; Los Angeles; Leeds, England; Paris; Melbourne; Sydney, N. S. W.; Wellington; and Buenos Aires 


PNEUMATIC SCALE 


x -’®%K *® Bottling Equipment « * xk 
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“AND, MADAM, THE PACKAGE MAKES A DANDY BIRD BATH” 


“BUT, | DON’T WANT A BIRD BATH!” 


~ Which Are 


sid wit Ae 
1) AUN VAT 
WKN] 
mils \ 


Rai 


.... believes this: your package should you raise your price to cover the extra cost of your 
help induce people to buy your product — for “permanent” package . . . then, Ritchie believes, 


its own sake. Your package should give your pro- you’ve created an unhealthy situation. 


duct display value...should emphasize its sales Maybe same neanic will aay aiennsualeeianal 


features ... should capitalize at the point of sale on ; ; ; 
a bird bath, cigarette box, jewel case —or what 


all the advertising and merchandising behind your 
have you—once—but where are your repeat sales? 
product. 


But — when you try to induce people to buy your How long will today’s smart consumer pay a pre- 


product for the sake of your package... when you mium for something she probably doesn’t want 


subordinate your product to your package... when —_and can’t use? 


For 71 years Ritchie has been de- 
signing and manufacturing Pack- 
ages that Sell — for leaders in nearly 


: lait PACKAGES i —Z all fields. Modern and progressive, 
| IN = >) Ritchie believes that because of 


its exclusive advantages of economy, 
flexibility and style the set-up paper 
box will unquestionably continue to 


be the package of popular appeal. 


Set-up Paper Boxes — Fibre Cans 
W. C. RITCHIE AND COMPANY e 8849 BALTIMORE AVENUE e CHICAGO 


NEW YORK PHILADELPHIA DETROIT CINCINNATI LOS ANGELES ST. LOUIS MINNEAPOLIS FT. WAYNE 
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KRINKLE 


A Striking Effect in Many Colorings 


is only one of the 


MANY ORIGINAL FANCY PAPERS 


Created and Manufactured by 


C. R. WHITING CO., INC. 


HACKENSACK, N. J. 





Oo 


MANUFACTURERS OF 


Klondike Gold and Silver Coatings 
Lacqueleather Papers 


Foilsman 
Tweed 








Oo 


SEND FOR SAMPLE BOOKS 
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of tradition! 





"cracker-barrel’ 
E @ Well-known 


have served t 
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worn-out Pag 


enterprise agg ENEX lay effects, 
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SPEED SALES! LANDING IN THE WINNER'S CIRCLE 


NATIONAL 


NATIONAESAN CGRPORATION - EXECUTIVE OFFICES ~- 110E. 42nd ST., NEW YORK 
SUBSIDIARY OF McKEESPORT TIN PLATE CORPORATION 
Sales Offices and Plants @ New York City * Baltimore « Maspeth, N Y ¢ Chicago « Boston « Detroit « Hamilton, Ohio 
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MAKE A SUBSTANTIAL SAVING 
BY MAKING YOUR OWN 








UNPRINTED CARTONS 








We list here a few of our 
customers who make their 
own cartons. 


THE QUAKER OATS CO. 
JERSEY CEREAL COMPANY 
IGLEHEART BROTHERS, INC. 
NATIONAL OATS CO. 


NORTHERN ILLINOIS CEREAL 
COMPANY 


THE JOHN B. CANEPA CO. 


COLGATE-PALMOLIVE-PEET 
COMPANY 


THE HINDE & DAUCH PAPER 
COMPANY 


& 


PACKOMATIG 


PACKAGING MACHINERY 


PACKOMATIC CARTON FORMING MACHINE 
MAKES 125 TO 200 CARTONS PER MINUTE. 3 H.P. DRIVE MOTOR. 
REQUIRES ONLY 4 FT. 6” WIDE BY 14 FT. LONG TOTAL FLOOR SPACE. 


The Packomatic Carton Forming or Shell Making Machine offers a 
substantial saving to the packer of tight wrapped packages. The chip 
board can be secured in any quality and size rolls desired and shells 
manufactured on a tonnage bases. Necessity of storing in large quanti- 


ties and the consequent loss in damaged shells are eliminated. 


This machine is easily operated, as the chip board is fed from the 
roll, cut, scored, folded and glued, and the shells delivered in a knocked- 


down form. Only one operator is required. 


A PACKOMATIC ENGINEER WILL GLADLY CALL UPON YOU WITHOUT OBLIGATING 
YOU IN ANY WAY. WRITE—WIRE—OR PHONE, HE WILL MEET YOU ANY TIME— 


ANY PLACE. 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


CHICAGO 
SAN FRANCISCO 


NEW YORK 


—BRANCH OFFICES— 
BOSTON CLEVELAND 


NEW ORLEANS 


LOS ANGELES 
DENVER 


ST. LOUIS 


SEATTLE SAN ANTONIO 
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‘A. WOODPECKER’S PARADISE 





A woodpecker, would pick 
himself silly trying to pick out 
the most realistic wood-grain 


from Sanderson’s complete 





line of wood reproductions. 
LF e141 


But your problem is simple. 


If you are looking for realistic LK 1362 





wood papers, a word from you 
will bring samples of the 


complete line. 


SANDERSON 


PROoODUCcTS 


SANDERSON PRODUCTS, Inc. 


48 WEST 48th STREET 
NEW YORK CITY 


Te..: BRyant 9-4650 


Printed on No. L.F. 144 





DISTRIBUTORS 
of 
SANDERSON FANCY PAPERS 


AMERICA SANDERSON PRODUCTS, Inc. 
48 W. 48th St., New York City 


CHICAGO PAPER CO. 
80! South Wells St., Chicago, Il, 


aan PAPER, CORP. 
425 Arch ladelphia, Pa. © 


PER SALES, HH 
It King Pi “ts Toronto, Canada 


Are You Looking For Something a, Manon 


Apartado 505, Mexico 


CHEVALLIER, BOUTELL & HOWE © 
25, de Mayo, 347, Buenos Aires, Argentine 


New In Box Coverings? reste cSMAC ema 


VALENTINE SURKOWES & CO., 
Carrera la, 1334, Cali, Colombia 


Le C. VALERA, 
Apartado 2 Havana, Cuba | 


sia & CO. 
Villalta (Ucayali) 264-6, Lima, Peru ~ 


» ° « e SIDN e . b 
Something fresh and distinctive? A paper that may apuiéée Votat tee" tan aliata 


supply the inspiration for a 1937 “All-America” or “Wolff “~ W, The tends Yet Sheetal, Chinn ll 


ak S. DANT, _ 
Award’”’ winner ? P. O. Box 16l, Singapore 


AFRICA EMILE LEVY & COMPANY 
18/21, Locarno House, Main & senate Sts, 
Johannesburg, South Africa 


D. — & COMPANY 
oO. Cairo, Egypt 


Sanderson Papers provide limitless possibilities. Wood 


P. 


grains, printed and embossed design paper, silk finishes, AvSTRAUA GORDON & GOTCH, 


Little Collins shee Street Melbourne, Victoria 


golds, silvers, and border bands will quicken your creative GORDON & GOTCH, 
(Australasia) Ltd., 
Barrack & Clarence St. 
Sydney, New South Wales 


impulses. They were created to make your packages easy to 


VIVIAN GRANT, 
Box ————— 


Christchurch 


design, and quick to sell. 


GUSTAV MAUTNER, 
Hintzerstrasse 12, Vienna, Ill., Austria 


New sample books for the American trade are now ready his tb nou a hee tolall 


DR. R. BISICKY, 
V Horni Stronce 2323, Prague, Czecho Slov. 


H. G. JORGENSEN, 
Cort Adelersgade 10, Copenhagen, Denmark 


before available. If your copy has not been received, please A. SANDERSON ET FILS, 
20, Rue des Petits-Champs, Paris, France — 


write us. Let Sanderson papers go to work for you today. Tipitestor 46°” Berle, W936, Germany 


E. RIVA, : 
Corso Roma, 92, Milan, Italy d 


DEZIDER HALASZ, 
Gajeva 2B., Zagreb, Jugoslavia 


NORDISCHE HANDELS UND 
INDUSTRIE, 
Gesellschaft, Keninu lela No. 2, Riga, Latvia ; 


SANDERSON 90, Strada Pkg ; ssi, Malte 
ris oaeeas HENRYK. STANDE & SYN 


Rakowiecka a3! Ww 1., Poland 
SANDERSON PRODUCTS, Inc. wor lew, 


Big do Memeo 


48 WEST 48th STREET 1, Quai Magne," ABlonat Seine, France 
MAX ZISMANN, 7 


Strada Blanarj 9, rest, Roumania — 
NEW YORK CITY a toes, 


WN. Melarstrand % , Sweden | 

J. le d 
Wilkon, Canton Luceme, Switzerland : 
HEAD _OFFICE_AND_WORKS | 


A. SANDERSON & SONS at 
veivelta Greenford, Middlesex, England © 


for distribution. Included in them are scores of designs never 


Tex.: BRyant 9.4650 
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We've become one of the largest firms in our industry . . . by working on two simple principles. 
First, centralized manufacture. In the great St. Louis factory of the Sefton Company every production 
advantage is gained because of our large scale of operations. More advanced machinery than smaller 
plants could afford. Reduced overhead. Favorable shipping conditions. Skilled labor. 

Second, decentralized service. Which, concretely, means over forty sales offices... manned by 
trained Sefton engineers and sales planners. These men are at your beck and call. Phone them and 
they’Il be on your doorstep in twenty-four hours or less. And they know the answers because they 
are factory trained and merchandise minded. 


Check your classified phone directory listing ‘“Cans-Fibre”’ or wire us direct. No obligation. 




















































Wrapping it in SYLPHRAP Brand of Cellophane 





Make Wass Brand a Winner by 





(Reg. U. S. Pat. Off.) 


 grmnuues 
PERMINT Fiav, 


— ag ADAMS “lay 
Chiclets 


ts "ADAMS 
I~ Ghiclets @ 


CANDY COATED GUM re 


Rate ace ADAMS : 
bo Qhiclets @ 


CANDY COATED GUM 





Crees: | ADAMS 


1 Qhiclets & 


~ Qhiciets © 


CANDY COMED 


ea emt er SSS 
Black Jack 


Wrappers of SYLPHRAP (Reg. U.S. Pat. 
Off.), Sylvania cellophane, printed in bright 
catchy colors by Forbes, retain the freshness 
and goodness of many different flavors in 
these attractive packages of chewing gum. 


SYLPHRAP is “Quality’s Best Attire” 


MANUFACTURED BY 








When kiddies or grown-ups buy a package 
of any flavor, they realize how fresh and 
chewey it is and how full of rich flavor —Kept 
so by being protected with SYLPHRAP — 


the Sylvania cellophane. 





SYLVANIA INDUSTRIAL ¢ 


Executive and Sdles ffices: 


BRANCH SALES OFFICES 
120 Marietta Street, Atlanta, Ga. 
201 Devonshire Street, Boston, Mass. 
427 West Randolph Street, Chicago, III. 
260 South Broad Street, Philadelphia, Pa. 
809 Santa Fe Building, Dallas, Tex. 


OYLPHRAR 


QUALITY'S BEST ATTIRE 







PORATION 
treet, New York 


PACIFIC COAST 
Blake, Moffitt & Towne 
Offices and Warehouses in Principal Cities 
CANADA 
Victoria Paper and Twine Co., Ltd. 
Toronto and Montreal 









st 

















Fitchburg manufactures base papers used for many of the finest fancy papers and box 
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léms. » Call upon Fitchburg for aid whenever a special problem arises. 
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CONCENTRIC CIRCLES of Anchor Caps in ever-widening spheres of usefulness . . . are shown in the 
illustration above. That really is the story of the growth of the Anchor organization. From a single clesure 
some thirty years ago, the Anchor line has grown to the most extensive in the world, each style with a 
distinct packaging purpose. GQ No wonder that Anchor has come to mean closure headquarters to the 
packaging industries; that whatever the product, whatever its characteristics or ingredients, any packer or 
manufacturer can turn to Anchor with confidence, knowing that his products will be fully protected, his 
packages attractively and securely sealed, and in such a way that it is convenient for the consumer to 
reach their contents and enjoy them to the full. Whatever your glass packing problems or conditions, the 
Anchor representative can offer you suggestions of value. ANCHOR CAP & CLOSURE CORPORATION, 
Long Island City, New York; Toronto, Canada. Branch offices in all principal cities. 
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WITH COMMERCIAL GLASSWARE there are very real advantages in having families of containers 
available . . . so that packagers can put up a complete range of sizes in the style they determine to be 
most suitable and adaptable. But just as with human families, mere numbers are not so important as that 
the family spring from sturdy, worthy forebears. Back of all Capstan containers you will find an aristocratic 
manufacturing background, a company that has always possessed ideals of quality and lives up to them, 
an organization that is skilled, experienced and trustworthy.G| Each of Capstan’s infinite variety of styles 
and sizes is a.sturdy, capable member of society, a scion of noble lineage. May we prove our point that 
Capstan’s are quality glass containers by sending you samples. CAPSTAN GLASS COMPANY, Connellsville, 
Va. Associate Company: SALEM GLASS WORKS. Branch offices in all principal cities. 











but cenie... meenie 


m.. minee... me 


judst wont work 


any longer. 


if you have been reading Modern Packaging on an 
off-and-on basis . . . seeing an issue and then skip- 
ping an issue, you've been missing plenty in the 
past. 


But after all . . . half a loaf was better than none. 


But from now on you won't be able to read this 
magazine on an eenie-meenie basis. Now you see 
it—now you don’t just won’t work any longer. 
Sorry... but here’s the reason why. 


Modern Packaging is embarking on a series of con- 
structive surveys and studies of the larger and more 
important phases of packaging. These will be com- 











- piled and chartered and illustrated in a way to 


make them invaluable for everyone connected with 
any phase of packaging. 


But they'll tend to run rather long. And so they'll 
have to be serialized . . . into two parts each and 
often into three parts. 


Missing an issue will be an “‘issue’’ then. And 
there’s only one way to be sure that you don’t miss 
a single issue. That way... the route is chartered 
by over six thousand subscribers... is the way 
pointed out by the subscription blank you'll find in 
this issue. Five dollars a year... or eight for two 
years . . . guarantees you against missing any of the 
essentials of information, survey and analysis that 
Modern Packaging will present in its forthcoming 
numbers. 


Clip the card you will find in this issue and mail, 
to-day, to 


IVA TOD FENN BREP ANC a eAN GH ENG 


425 FOURTH AVENUE - 
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STAINLESS 
METAL FOILS 


“THE UTILITY LINE” 


Made in America 


PROTECTION PLUS EYE APPEAL 
KELLER-DORIAN STAINLESS METAL FOILS 










represent an assortment of distinctive 
qualities manufactured with the skill 
required to produce the unusual. 











KELLER-DORIAN STAINLESS METAL FOILS 


are Heat-Proof, Odor-Proof, Light- 
Proof, Vermin-Proof, Moisture-Proof, 
Brilliant-Proof. 











KELLER-DORIAN STAINLESS METAL FOILS 

—the Practical and Economical Gen- 
uine Metal Leaf Cover, made of only 
the Best Quality Aluminum of Uni- 
form Thickness. 

















KELLER-DORIAN STAINLESS METAL FOILS 


are manufactured in Stamford, Conn. 
Therefore, we are prepared and thor- 
oughly equipped for excellent de- 
livery service. 











KELLER-DORIAN STAINLESS METAL FOILS 


are attractively and completely dis- 
played in our 1937 Catalog which is 
at your disposal. 







EMBOSSED STAINLESS 
METAL FOILS 


“THE UTILITY LINE” 


Made in America 



















embossed line on the market. 


FOILS command attention—not merely passing fancy. 


conclusively demonstrates their popularity. 


Catalog. 


KELLER-DORIAN PAPER CO., INC. 
390 FOURTH AVENUE, NEW YORK, N. Y. 
















The unique creations created entirely by Keller-Dorian, to- 
gether with the full assortment of delicate pastel shades and 
darker hues of foil colors, make 1937 EMBOSSED STAIN- 
LESS METAL FOILS the most outstanding and complete 


KELLER-DORIAN EMBOSSED STAINLESS METAL 


The widespread demand for our unusual Embossed Foils 


Our full and complete line of EMBOSSED STAINLESS 
METAL FOILS is also included in our unusual 1937 






ta 


O 


to 








VELOURS 


























YEAR AFTER YEAR, BOXES COVERED WITH 
KELLER-DORIAN VELOURS ARE SELECTED BY THE 
JUDGES OF THE ALL-AMERICA PACKAGE COM. 
PETITION. 


Exquisite colors only obtainable in KELLER-DORIAN’S 
VELOURS, together with their outstanding working quali- 
ties, merit the commendation bestowed on them by these 
awards. 





This inevitable recognition again demonstrates the superi- 
ority of materials and workmanship utilized in their manu- 
facture and spells the success attained since Keller-Dorian 
originally invented this particular type of paper. 


Our new designs created by Keller-Dorian especially for 
Velour Papers further enhance the beauty of KELLER- 
DORIAN VELOURS. 


Our 1937 Velour Catalog containing our full range of colors, 
together with our new designs, is available upon request. 








CONTINENTAL 
GLOSS 


Made in America 





CONTINENTAL GLOSS comes to you in many colors 
and designs. The soft luxurious effects shown in our 1937 
Continental Gloss Catalog will lend to your 


BOXES 
CARDS 
CATALOGS 


DISPLAYS 
Beauty and Character. 
CONTINENTAL GLOSS will meet with the approval of 


your most exacting customers. 


SMART, PRACTICAL AND ECONOMICAL. 
Our 1937 CONTINENTAL GLOSS Catalog is available 


upon request. 


KELLER-DORIAN PAPER CO., INC. 
390 FOURTH AVENUE, NEW YORK, N. Y. 
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C/here 1s no finer cosmetic container foun a ail \ ‘OSS DOX. 


KARL VOSS CORPORATION 


Division of Shoup-Owens, Inc. 


HOBOKEN NEW JERSEY 


| 
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LIGHT | ABSORBS 


ry, / @ Ay § 4 

Za YS 5 } = 

st 4 ve e 2 
AS A FEATHER mM a LIKE A SPONGE LIKE A SPRING 


REC.U.S. PAT. OFF. & FOREIGN COUNTRIES 


CREPE WADDING 


ROTECTS AMERICA’S 


“BEST SELLERS” 
AGAINST SHIPPING DAMAGE 


@ There’s one way to be certain your products “‘steal 
the spotlight” on the sales floor. Just give your ship- 
ment of goods complete packing protection so that 
every piece reaches the retailer in A-1 condition. Do as 
hundreds of skilful merchandisers of America’s fastest 
selling articles— insist on economical KIMPAK Crepe 
Wadding, to insure that factory-fresh appearance in the 
show -room that steps up sales and increases profits. 

No matter what your product or packing problem is, 
there’s a KIMPAK size and thickness for your every need. 
Fragile containers of toiletries and drugs can be shipped 
as safely as automobile tires. You can exclude danger 
from dirt and scratchy particles that may ruin expensive 
high finishes, and eliminate costly breakage and damage 
from jarring and jolting in transit. 

This modern packing material is of the highest quality 
—clean, snowy - white, light, flexible and absorbent. 
Because it is as easy to use as a piece of string, with no 
muss or waste, KIMPAK allows new shipping room effi- 
ciency. Because of its low price, it provides new ship- 
ping room economies, 

Learn more about KIMPAK. Mail coupon today for 
free portfolio of samples and illustrations of actual usage. 


KIMBERLY-CLARK CORPORATION 


Neenah, Wisconsin 
Sales Offices: 8 South Michigan Avenue, Chicago 
122 East 42nd Street, New York City 
510 West Sixth Street, Los Angeles 





FREE! 1937 Portfolio of Kimpak 


KIMBERLY-CLARK CORPORA- 
TION, Neenah, Wisconsin. 


7 |) a N | T |) # 7 . a ah : a Address nearest sales office: 
4 A N Os ee 8 South Michigan Avenue, Chicago. 
- 122 East 42nd St., New York City. 


A “BEST SELLER” ee 510 West 6th Street, Los ae 
Protected by KiMP AK Please send us the 1937 PORTFOLIO OF KIMPAK. 





Hannahs Manufacturing Co., Kenosha, Wis., —_—— 


r top of table to 
s 20-ply KIMPAK ove 
uae box corrugation from rubbing and 
" marring finish. 


BEST-SELLERS MUST &e Good ono Livk Good / 


MAY 1937 eo 


Address 





Attention of. Our product is. 














The Salt and Sugar and Soap Chips, 
And Butter and Biscuits and Cheese, 
Whose wrappers are printed by 


Kidder, 


Are sold with the greatest of ease. 


P RINTERS who do 604 of all the vegetable parchment wrappers in the United States 
choose Kidder ‘‘3-Point”’ presses for their work . .. and printers who turn out trans- 


parent cellulose, wax paper, or cardboard jobs, use Kidder, too. Their wrappers help to 


sell the nation’s products. 


These are the “3-Points” found in every Kidder press 


CONTROL OVER THE PAPER — Even with 6 colors, a special paper control apparatus assures perfect 


register of color upon color, and colors upon paper. 5 to 15,000 sheets an hour. 700 feet a minute 


on web presses. 


ACCURACY OF THE IMPRESSION — The same true tonal values found on the black and white pages of 


VOGUE and FORTUNE (also printed on Kidder presses) are found on Kidder wrappers. 


PROPER DISTRIBUTION OF INK— You get proper ink distribution through a Kidder patented form 


roller setting device. (There is no need to use roller gauges . . . no bumping necessary.) 


So...on the wrapper job youre going to do... why not take the problem and — 


Send it to KIDDER 


Write us for information on several hundred 
standard presses to meet almost any packaging 
condition. Address U. P. M. — Kidder Press Co., 
main office at Dover, N. H., or call the New York, 
Chicago, or Toronto office, or Harry W. Brintnall 
Company on the Pacific Coast. 6920 
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As every Olive packer knows so well, once his 


ol geto lta (toh Z-SMiil-m olele dale Miele) (Mimo MM ole-Telir 


ing’ package, the journey to the consumer is 


strewn with the hazards of summer tempera- 
gt Meolite Mob diolotifolaMm Aol Yolen Aoldtl i MST-To] ale P 
with WHITECAPS, solves such problems per- 
manently and economically—insurance that 
the fruit reaches the consumer hermetically 
YY] {Yo hem oA1isMeol Mlal-MRo] o) oX-tiP4lale Me] ) ol-Yol gel alel- 
and goodness of the original pack—fresh, 
firm and tasty. Easily re-sealed, WHITE- 
CAPPED Olives are protected until the last 
One is consumed. White Cap Company Engi- 
neers will be glad to consult with you. 


*Trade Mark of White Cap Co. 
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THE PROCESS—A simple mechanism, 
adapted to high-speed “straight-line” pro- 
duction, sterilizes the cap, the exposed sur- 
faces of the product and the container, 
with dry live steam... creates the highest 
commercial vacuum possible on hot or cold 
goods... and hermetically seals the pack- 
age in a single operation. 





ad 


VAPOR-VACUUM SEALING® 


$0 
ow WW H IT CE Cc A P Cc O M P _ 
ACAPPED “SE 
|) ek en On a Ge On (ons Or CO) SAN FRANCISCO LONDON, ENGLAND 











THE| NATIONAL ANTHEM |OF 





FOR RIGID PACKAGES 


Packaging people from near and 
far are telling us about the success 
they're having with Protectoid rigid 
containers. And that, as the saying 
goes, is right down our alley! 

For quite a while we've been pre- 
dicting big things for this type of 
Three 


fo our 


packaging. considerations 


gave strength confidence. 
First, the Protectoid rigid container 
offers all-around transparency — it 
places each product in a show- 
case of its own! Second, the Protect- 
oid container has an extra appeal 


through its possibilities of re-use by 
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the customer after the purchase. 

Especially at the holiday sea- 
sons, consumers are only too willing 
to pay extra for a package with this 
extra value. And third, thousands of 
people are actually buying Protect- 
oid containers alone, to be used as 
closet boxes. When the average 
citizen buys a package with nothing 
in it—that package has to be good!l 

For all types of transparent pack- 
aging—tfrom hat boxes to pill boxes 
—there’s a weight and grade of 
Protectoid to fill the bill. Next time 
you cultivate a prospect for rigid 
containers, get in touch with 
Celluloid. We'll be glad to help 
you make a sale that will mean real 
business for both of us. 


* Protectoid does not shrink or stretch 
* It does not dry out with age °* It does not 
wrinkle or discolor * It is water-proof— 
grease-proof — germ-proof ° It is not af- 
fected by humidity or temperature changes 


Available in any thickness required down to 
.00088", Protectoid is eminently suitable for 
flexible as well as rigid applications in all 
types of packaging Celluloid 
Corporation, 10 E. 40th Street, New York City. 
Established 1872. Sole producer of 
Celluloid, Lumarith, and Protectoid. 
(Trademarks Reg. U.S. Pat. Oft.) 
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MOUERN 
CANDLE 


COLUNIAL CHRISTMAS 


* and * 
VENEER 





WRITE for SAMPLES TODAY 


me MARVELLUM co. 


HOLYOKE, MASSACHUSETTS 


DISTRIBUTORS—AMERICAN PAPER EXPORTS, INC., Export Agents, New 
York, N. Y. ... B. J. BALL, Ltp., Sydney, Melbourne and Brisbane, 
Australia; Auckland, New Zealand . .. BLAKE, MOFFITT & TOWNE, Pacific 
Coast ... BRADNER SMITH & Co., Chicago, IIl., and Milwaukee, Wis... . 
HENRY L. GOODMAN, Boston, Mass. ... A. HARTUNG & Co., Philadelphia, 
Pa. . . . HOLYOKE COATED & PRINTED PAPER Co., New York, N. Y.... 
HUGHES & HOFFMAN, New York, N. Y. ... JOHN LESLIE PAPER Co., 
Minneapolis, Minn. . . . MATTHIAS PAPER CorP., Philadelphia, Pa... . 
NASSAU PAPER Co., St. Paul, Minn. . . . THE QUEEN CITY PAPER Co., 
Cincinnati, Ohio . . . ROACH PAPER Co., Little Rock, Ark... . E. H. 
WILKINSON & Co., LTD., Toronto, Canada. 
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CARTONS AND 
‘DISPLAY CONTAINERS 


by 
BROOKS 


AND 


PORTER 


WERE SELECTED BY 


The BATES 
MANUFACTURING 
COMPANY 


Because packaging which captures consumer attention 
by clearly illustrating the “top features” of each 
product, helps to SELL that product. In the 
planning, designing and production of this material, 
Brooks & Porter have again demonstrated their ability 
to successfully solve “tough” problems involving 
cartons and displays. These cartons and counter 
containers “Sell because they Tell.”...We HAVE 
helped many nationally prominent concerns... we 
CAN help you. Mail the coupon or phone us 
today (WAlker 5-9494). 





BROOKS & PORTER, Inc. 


- 
BROOKS & PORTER, inc. [=2= 
7 Please tell us how we can best apply cartons 


and display containers to our product. 


30: HUDSON STREET e NEW YORK ee: 


" our product 
CREATIVE STYLISTS AND MANUFACTURERS OF FOLDING CARTONS, prc 
separate 


COUNTER AND WINDOW DISPLAYS prin 


ADDRESS. 











ADD DISPLAY-VALUE 
with Bakelite Molded Packages 


A important service rendered by 
packages made from Bakelite 
Molded is to increase the attention- 
value of small or inconspicuous 
products. The fine lustre and rich 
colors of Bakelite Molded catch the 
eye; unusual designs made possible 
by this material lend distinctive- 
ness; and the appearance,” feel” and 
durability contribute an atmosphere 
of unmistakable “quality.” 

The illustrations show how added 
display value has been obtained for 
three different) products through 


use of Bakelite Molded. For men’s 
shirt studs and tie clasps, formal 
cases in black, or brown and black, 
were appropriately employed; for 
the tiny perfume bottle, a dainty 
“basket” design in blue Bakelite 
Molded; and for medical supposi- 
tories, a conservative black Bakelite 
Molded box with embossed letter- 
ing instead of labels. 

For many other types of prod- 
ucts, Bakelite Molded packaging 
furnishes equally valuable sales 
assistance by affording quality dual- 


tii a a 
Titi 


BAKELITE 
BAKELITE CORPORATION OF 


BAK 


THE 
40 MODERN PACKAGING 


CURPORATION, 
CANADA. 


MATERIAL 





PARK 


Dufferin 


247 
LIMITED. 163 





U8 Par. OFF 


AVENUE, 


Street, 





Bakelite Molded “basket” adds eye-value 
to Bourjois Evening in Paris perfume 
bottle. Molder, Niagara Insul-Bake Speci- 
alty Co. 





a 


Obtundobulbs employ lustrous black 
Bakelite Molded boxes to “dress up” a 
pharmaceutical product. Molded by Ter- 
kelsen Machine Co. 





use containers or special conveni- 
ence packages at moderate cost. 
Bakelite Molded closures and con- 
tainers are available in numerous 
stock patterns or may be readily 
obtained in practically any private 
design. 

We invite you to write for our 
new comprehensive booklet 8C,“A 
Guide to Modern Packaging with 
Bakelite Materials.” 





(Left) Hickok studs and tie clasps in attrac- 
tive Bakelite Molded jewel cases. Molded 
by Die Molding Corp. 


NEW YORK, 


Ontario, 


N.Y. 


Toronto, Canada 


LITE 


The registered trode morts shown obdove distinguish matenols = fpumencol sign for infinity, oF unlimited quantity Iv symbolizes the infinite 
monviactured by Botelite Corporahon Under the capitol “B” 1s the Co fumber of present ond hvture uses of Bokelite Corporation's products 


OF A THOUSAND UJWSES 
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AT THE /%ul OF SALE 
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All things being equal—the package 
that sells is the package with the greatest eye appeal. 
With this in mind, we have designed a series of box covering papers 
that will economically secure this appeal. 
The benefit of our years of experience in modern packaging should 
aid you in selecting suitable papers for your packaged products. 
Samples and suggestions for the asking—there is no charge for this 


service. 


ROYAL PAPER CORPORATION 


FORMERLY ROYAL CARD AND PAPER COMPANY 


MANUFACTURERS OF DECORATIVE PAPERS 


25trnH STREET AND ELEVENTH AVENUE, NEW YORK, N.Y. 


THIS INSERT IS PRINTED ON GOLD METALLIQUE, NEW LACE PATTERN 
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IDEAS for your 
SPECIAL 


HOLIDAY PROMOTIONS © 






Foster and Cross have been planning for the coming Holiday 
season for a long time. For, when gift sales are sought, an ex- 
quisite hand made box—beautifully designed, beautifully pro- 
portioned and beautifully executed—provides the ideal means 
of achieving display, attention, salesforce interest and consumer 
appeal. * To you, who now must plan for Holiday merchandis- 
ing, we extend a cordial invitation to go over our idea files... 
to consult with our designing staff. . . to utilize all that great sum 
of background, experience, taste and skill that, through the 
years, has made this house a leader in its field. 


FosTER & CROSS, inc. 
109 Lexington Ave., Brooklyn, N. Y. 


@ Twenty minutes from your doorstep 
in the heart of Metropolitan New York 


si Yohm (elu 
=== 10 Seconds 
- before the 


IGHT at the point-of-purchase is the crucial moment 

when sales are lost or made. If your package isn't 
attractive—modern—colorful—it goes to a competitor 
who is awake to modern designs. Heekin Lithographed 
Cans make sales at the point-of-purchase. 


THE HEEKIN CAN COMPANY, CINCINNATI, OHIO 
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This is a sample of CFI14C. 
@ 





Your sample book is ready 
for you, showing these papers 
plain and embossed in 12 
distinctive designs, available 
in 7 colors, as follows: Silver, 
Gold, Bright Green Gold, 
Green, Red, Blue and Copper. 


Say the word and we'll send 
you a copy. 


MADE BY PAPER CITY MANUFACTURING CO., INC. 
HOLYOKE, MASSACHUSETTS 
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y 15, 4931, BEND-WELL Folding Clay-Coated Boxboard will b 
But now, it will be 2 completely air-conditioned product, 


new friends. 
in our completely 


Effective Ma 


new and modern 


many old and, We hope, 
possible by the latest tyPe of ait conditioning equi 
Its constant moisture content will thus provid hitherto unobtainable, mak- 


plant. 
wer fabricating and 


ed cartons and lo 
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ing for vastly improv 
has 4 daily capacity of 150 tons and is thus equip 
5 and 


mn in the world today, 
Write for sample 


Our plant, the most mode 
Available in 92 
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CASE SEALERS 


assure your customers of 


STRONGER CASES-- 


Stronger, more rigid and better carrying cases are ensured when they 


are glued and sealed on a STANDARD TOP and BOTTOM SEALER. 


FASTER PRODUCTION -- 


STANDARD SEALERS provide the means for systematically han- 
dling cases in the fastest manner possible—from the point of pack- 
ing to the warehouse or car—thereby enabling the entire line of 
production to be speeded up. 


LOWER COSTS -- 


Being 100% automatic and requiring no operator or attendant, 
STANDARD SEALERS effect the lowest possible sealing cost. 


Our Engineering Service is at your disposal gratis— 
Write for catalog 


STANDARD-KNAPP CORPORATION 


GENERAL OFFICES AND FACTORY: 43-27 THIRTY-SECOND PL. 
LONG ISLAND CITY, N. Y. 


208 W. WASHINGTON ST. ST. LOUIS—LOS ANGELES—SEATTLE 
nrg 189 SECOND STREET 
CHICAGO 1001 Society for Savings Bldg., CLEVELAND SAN FRANCISCO 
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YOU, TOO, CAN AFFORD A... 


DURAND EMBOSSED LEATHERETTE GIFT PACKAGE! 


Infinitely rich... enduringly attractive... proven sales builders... these 
Durand Gift Containers cost far less than you’d ordinarily expect 












Before you decide on half measures ... before you plan a compromise gift 


package . . . investigate what Durand has to offer you. 


As far as quality, sales appeal, re-use value and display value are concerned, 
Durand’s advantages are obvious. For embossed, tooled leatherette has proven 
its ability to earn sales for the makers of dozens of different products. 


But what about cost? Frankly, sir, you'll be surprised to find how low our 


prices actually are. Just jot down your own honest guess on the container you 






contemplate. Then write us, with full details, for an estimate. Or ask our 






designing department to help you plan a new container, re-use package or kit. 






DURAND MANUFACTURING COMPANY 


. Embossed Leatherette Products 
231 South Green Street, Chicago, II]. - 225 Fifth Avenue, New York City 
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It's an old phrase . . . and you probably don’t think it out when you say it. But it’s one of the elemental truths about the 


human mind .. . we forget names but we remember faces! 
It's just as true of packages. And there, the label—the least expensive part of your package—is the face. 


Which makes it both funny and sad when we realize how little attention is paid to labels by some manufacturers. Just 
think . . . you can double and redouble the effectiveness of your label without adding to its cost! And even if you doubled 


its cost you'd still add less than a half-of-one-percent to your packaging cost. 


All of which is designed to get you to write, wire or phone us and make us show you how Tablet and 


Ticket embossed foil labels can do a better job in giving your package a memorable face. 


T & T PERFECT-O-CUT EMBOSSED LABELS 


LABEL DIVISION OF 


(The TABLET & TICKET CO. 


1019-M WEST ADAMS STREET, CHICAGO, ILLINOIS 





115 EAST 23rd STREET 407 SANSOME STREET 
NEW YORK SAN FRANCISCO 
























EMBOSSING your trade- 
mark or decoration on these 
metal top flange closures 
assures a distinctive effect. 


4 
THESE MUNDET OFFICES 


are ready to serve you. 
They offer the unusual 
resources of an organiza- 
tion that has specialized 
in Closure manufacture 
for over 70 years. 


ATLANTA 
339-41 Elizabeth St., N.E. 
BROOKLYN 
65 S. 11th Street 


CHICAGO 
532 West Erie St. 


CINCINNATI 
497 W. 4th St. 


CLEVELAND 
11500 Florian Ave. 


DENVER 
The Stone-Hall Co. 
DETROIT 
335 W. Jefferson Ave. 
HOUSTON 


Commerce & Palmer Sts. 


LOS ANGELES 
2051 E. 37th St. 


MEMPHIS 
Memphis Bonded Warehouse 


NEW ORLEANS 
432 No. Peters St. 


PHILADELPHIA 
2996 Arch St. 


ST. LOUIS 
506 S. Main St. 


SAN FRANCISCO 
440 Brannan St. 


SEATTLE 
Succsp-Tighe & Sons 
2737—"'st Ave., South 





UNUSUAL: We have the 
equipment and experience 
necessary to produce clo- 
sures of unusual design. 
Big plant facilities permit 
us to give prompt service— 
even on orders requiring 
special attention. 











MUNDET CLOSURES 




































Two Ways to Look at This Closure! 


The outside view of our molded-flange Closure shows its 
attractiveness. But the inside view of the flange top before 
it is anchored in the Cork shows the reason for its sturdy 
dependability. The ribbed center-pin which permanently fas- 
tens Cork and flange makes the Closure practically break-proof. 
As the picture indicates, Mundet molded-flange Closures have 
good looks plus built-in perfection. They assure safe-sealing 
. .. make it easier, more convenient, for your customers to 
use your product. Test their merit—we believe you’ll like 


them. Write for price information or samples. 


MUNDET CORK CORP. 


65 SO. ELEVENTH STREET, BROOKLYN, N. Y. 
MAY 1937 
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Trade Mark 
Made Under License In All Parts Of 
The U. S. A. And Canada. 











"She Sctution to the Set -Up-(gox-Problem' 
SIMPLEX PAPER BOX CORPORATION 


LANCASTER, PENNSYLVANIA 


OY as JANTZEN 
en ms, . 


Of course, manufacturers of nationally distributed top quality 
products keep a careful eye upon costs. 


But — it is an interesting fact that many leaders in their fields 
have chosen Simplex not primarily because Simplex cost less 
than other containers of comparable strength and durability 
— but because Simplex Boxes possess features shared by no 
other paper boxes. 


In other words, the merchandising advantages of Simplex were 
the first consideration of these discriminating buyers — and 
the economy factor second. 


SIMPLEX BOXES 


will save time, money and floor space for you too.. But more 
important, perhaps, is the fact that Simplex will provide a 
sturdier, more substantial container that will present your prod- 
uct to its best possible advantage. Let us tell you why so many 
other winners have chosen Simplex. 
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Reaay to stand up and sell 
the moment the dealer receives it! This “S-U-S” 


Box swings into immediate action, selling your 











> 
‘ product. 
FEATURES : , , 
, ; int An economical container, an effective sales product, 
(1) Requires minimum amount eas : ; 
y of board. it is welcomed by the retailer — it makes the 
(2) The “stagger” display fea- P a 
ture is used to maximum prominent counter positions. 
Fs no shelves or 
sleeves are required. ‘ ” : 6 ” : 
(3) Linas dingley penal, De The “S-U-S” Box, like all “U-S” creations, em- 
vides more advertising bodies a thorough understanding of retail condi- 
space than is usual. 
(4) Easy for a dealer to set up tions; practical ingenuity in construction; technical 
and display CORRECTLY. pois ' ’ 
| skill in the graphic arts. These elements qualify 
“U-S” to solve your individual packaging problems. ral 
it ‘ The “U-S” Printing & Lithograph Co., 
; , nl ; 312 Beech St., Cincinnati, Ohio. 
, f) nbd Tell us how the “S-U-S” box can be used for 
1 AMERICAN LITHOGRAPHIC DIVISION 
OME > FFICE ATLANTIC LITHOGRAPHIC & PRINTING DIVISION tomstient 





DONALDSON LITHOGRAPHING DIVISION 


irm 
ERIE LITHOGRAPHING & PRINTING DIVISION Fir 


SALES AND SERVICE OFFICES: 








anna ‘CINCINNATI LOS ANGELES PHILADELPHIA 
F eoston CLEVELAND KANSAS CITY PITTSBURGH PALMER ADVERTISING SERVICE DIVISION Individual 
ROOK LY DETROIT MILWAUKEE SAN FRANCISCO Vv ac —————— 
QUFFAL N (Dearborn Station) MINNEAPOLIS SEATTLE W. F. POWERS DIVISION 
J PA NEWPORT, KY ST. CHARLES, ILL. 


ERIE, 8 
CHICAGO INDIANAPOLIS NEW YORK ST. LOUIS THEO. A. SCHMIDT LITHOGRAPHING DIVISION Adaress—____ 




















ts Not All 


Fisherman's Luels?! 


When the rod bows and the line whines out in a smother 
of spray, skill and good tackle are the factors that decide 
the catch. It’s not all fisherman’s luck—no more luck 
than the consistently fine achievements of Kimble Glass 
Vials in establishing new trends of packaging and sampling 
—and in winning attention, interest and new sales in 
many fields of merchandising. 


You can’t escape the eye-appeal of Kimble crystal vials. 
Smartly designed—precisely finished—colorful in labelling 
and closure effects—they invariably command the choice 
position on the dealer’s counter and shelf. Packagers like 
Kimble Vial versatility — the sturdy, light weight, retem- 
pered (strain-free) walls—the wide range of uses and 
designs——and adaptability to Corks, Screw Caps, Shaker 
Tops, Droppers, Slip Caps, Applicators, Goldy Seals and 
many other modern closure possibilities. 


Let Kimble Vials carry your products to new sales rec- 
ords. Consult Kimble today forthe NEW and CORRECT 
trend in package styling to fit your particular needs. 


K 








© ¢ «© The Visible Guarantee of Invisible Quality + ¢ « 





KIMBLE GLASS COMPANY ....- VINELAND, N. J. 


NEW YORK «- 


CHICAGO+* PHILADELPHIA**: DETROIT** BOSTON 
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SALES PACKA 


Good showmanship is good Salesmanship . . especially it 
present-day marketing. Do you want greater “box office 
appeal for your products? Bring your packaging problem 
to Owens-Illinois Salespackage headquarters and gt 
plus-powered Salespackage action! 


Backed by long experience in marketing scores of produ! 
Owens-Illinois Salespackage experts know how to pla! 
each detail of your package for greatest display value at! 
utility. The result—new perfection in coordinating gla" 
containers, closures, labels and cartons into top-not! 
Salesbuilders for your products. Owens-Illinois has brant 
offices in most large cities. 

Owens-Illinois Glass Company ... . . Toledo, Mbie 


These smart-looking Owens-Illinois SALES- 
packages are the Common Sense, at left, 
and the Classic Oblong, Design Patent No. 
94824. Available in all popular sizes. 
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COLOR CORRELATION IN PACKAGING 


PACKAGERS, by and large, have usually considered 
color problems from the viewpoint of their own scheme 
of production and design. Thus the choice of package 
colors was based largely upon such considerations as 
the color of the product, relationship to the colors of 
other packages under the same manufacturer's sponsor- 
ship, identification of brand or grade by color, visibility, 
display value, production practicability, resistance to 
facing and staining, and similar “‘inner’’ problems. 

Yet, with the expansion of packaging into more and 
more of the so-called ‘“‘style’’ fields, and with the grow- 
ing emphasis which store executives and the buying 
public place upon color and pattern styles and season- 
ability, it becomes increasingly important that the 
manufacturer consider—in addition to the all-important 
““inner’’ factors—certain outside factors that influence 
the success of his package. 

Particularly is this true in certain fields of packaging, 
notably in those closely related to fashion—cosmetics, 
textile, clothing, accessory, home-decoration, perfume 
and, not to be ignored by any means, gift packaging for 
such seasonal trade as Christmas, Valentine Day, Easter, 
Mother's Day, Father's Day, etc. Here the packager’s 
chances of having his package seen, appreciated and 
bought are dependent just as much upon current styles 
in design and coloring as upon the beauty or originality 
of his individual package. For here packages do not 
stand alone but are judged rather in relationship to the 
entire color and design scheme of the season. 

This consideration is likewise true of all those many 
items now packaged—either generally or for seasonal pro- 
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motion—in re-use packages. For, as soon as the package 
becomes a piece of re-usable merchandise, it necessarily 
competes with all other such merchandise along lines of 
color, style, seasonability, etc. 

Finally, in the case of the growing number of com- 
pletely or partially transparent packages—rigid con- 
tainers in particular—that are being used today, the 
problems of color relationship assume what may be 
called a three-dimensional effect. No longer is the 
designer confronted with the problem of making two 
or more colors harmonize with each other on the pack- 
age’s surface. Nor is his problem one of making the 
package color harmonize with current high-style color 
trends. With a transparent container, any printing, 
labeling or coloring of the container or container parts 
must harmonize with the product’s color, hold to high- 
style and still fulfill the more elementary color require- 
ments of old-style package designing. 

Thus, from every standpoint, the maker of seasonal, 
style or holiday merchandise must plan his package de- 
signs and package colors to correlate fully with current 
style trends in his own and kindred fields. 


Advantages of Correct Color Correlation 


As anyone who has ever designed a package knows, the 
mere job of choosing two or three harmonious, meaning- 
ful colors for a package design is one of no mean propor- 
tions. Thus, when the designer and package-sponsor is 
warned to go beyond this ‘‘inner’’ choice and consider a 
number of outside factors, he may well ask whether the 


game is worth the candle. Consider, therefore, the 
advantages of correlation with current style trends. 

Let us assume that the package is one for perfume—a 
product promoted during the current spring season. If, 
when planning his package, the manufacturer had 
checked to Paris style trends, he would have noted a 
few dominant colors being promoted in fabrics, clothing, 
accessories, etc. Choosing one of these as the dominant 
package color, he would immediately achieve a trio of 
sales advantages. First, his package would correlate 
with the colors uppermost in the minds of syndicate 
buyers, merchandising men and department store stylists. 
Second, his package would be one naturally chosen for 
use in all store color promotions—i.e., when a pink 
ensemble was displayed in a store window, his perfume 
would be among the accessories used to complete the 
window. Third, color would provide the sales clerk 
with a key selling point in addition to those naturally 
found in the product, since she could relate the color of 
the package to the current style trend. 

If his product is one that must be repackaged each 
season, the advantages of color correlation are obvious. 
If, however, a new design might be expected to last 
for a number of years, one may wisely question the ad- 
visability of using a color that may be only temporarily 
in style. Here, of course, care must be taken to avoid 
the fads in favor of sound colors of lasting style value. 
Yet, even where this is not always possible, the ad- 
vantages gained with high-style color in the first sea- 
son can often be carried through to resales during subse- 
quent seasons. Certainly—as between the choice of 
these advantages and no advantages at all—the manu- 
facturer may tie his hopes to current color standards. 


Methodsof Color and Pattern Prediction 


Further on in this article certain advance predictions 
are made for the fall and holiday season of 1937—made, 
as always, subject to later corrections and additions. 
But, in each separate case, the manufacturer or de- 
signer must find his own sources of correct information. 

In some cases, notably in the textile industries, such 
sources are easily available to the manufacturer who has 
merely the problem of relating this information to his 
package designs in exactly the same manner in which he 
ties it in with his product colors and patterns. 

But, whether your product be playing cards, dresser- 
ware, candies, or what you will, the same sources are 
likewise open to the manufacturer of non-high-style 
items. The earliest sources are the Paris and London 
fashion openings and particularly those of items re- 
quiring a long time to fabricate, such as shoes, purses, 
fabrics, etc. These are soon followed by the American 
sources of raw or semi-finished materials for the apparel 
trades and the decorating industries. Since fabrics 
must be available before apparel, draperies and similar 
style items are made up, the seasonal-anticipation is 
often as high as six months, thus giving the manufacturer 
ample time to plan, perfect and market his color-corre- 
laced package. 


Here, of course, one must avoid pitfalls. Every season 
sees numerous colors, patterns and designs which are 
shown only at the openings. Others so rapidly become 
too universal in popularity and thus lose all usefulness 
because of their cheapening and overuse. The only 
means of avoiding the fad and the ordinary is found in a 
combination of good taste and constant checking of 
original sources of information. 

The question naturally arises as to whether all the 
effort is worth while—whether, having found his de- 
sired color or pattern, the manufacturer will not have to 
spend inordinate sums to place it upon his package. 
Here, luckily, the mechanics of package coloration play 
no favorites. Most colors available to the fabric, 
leather and other style industries are equally available 
to the paper, printing, lithographing and kindred pack- 
age-supplying industries. Consider, for instance, the 
fancy paper field. Obviously, economies can be achieved 
by using one of the more or less standard patterns, made 
from already existing printing or embossing rolls. 
But color variation—if the order is sizable—makes no 
difference to the paper maker. Often enough, the de- 
sired shade is in stock. And such a host of printing 
and embossing rolls are available that almost any type 
of pattern can be had on call. Needless to say, the 
paper-maker usually keeps a weather eye on styles him- 
self, and thus oftimes is forearmed. 

When it comes to wrap and label printing or lithogra- 
phy of paper or metals, the manufacturer's color and de- 
sign control is absolute and subject to no restrictions 
other than the cost factor involved in the choice be- 
tween elaborateness and simplicity. So too, when the 
packager seeks some of the more exotic materials—rib- 
bons, imitation leathers, wood papers, real woods, etc. 
Package suppliers have just as wide a choice to offer as 
have the suppliers of the apparel industries. The prob- 
lem is thus one of selection, not of extra cost or avail- 
ability of materials. 


Color Checking Your Own Field 


In addition to correlating the color of new or seasonal 
packages to the current style trends—both of styles in 
general and of those for the particular field or fields most 
closely associated with the product, the package or its 
re-use—the manufacturer must take into consideration 
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the color-picture to be found among competing packages 
in his own field. 

For purposes of illustration as well as to demonstrate 
conditions in one of the most important fields, MopERN 
PackaGinG has conducted such a survey, in the cosmetic 
field, which is presented on these pages. Here, some 
thirty major cosmetic lines, in all except the ten-cent 
store and variety-store price ranges, were studied with a 
view toward discovering: 

1. What colors are now used, and in what proportion? 

2. What colors are being overused? 

3. What colors are undesirable or impracticable for 

mechanical or other reasons? 

Such a survey can be conducted, with greater or less 
accuracy, in most fields. Armed with facts such as 
these here secured, the manufacturer is in a position to 
make a number of decisions upon an intelligent basis. 
First, he can so choose his colors for his packages as to 
be certain that they will differ sufficiently from the over- 
used colors as to give his package a chance to be seen 
against the all-too-common colors as a background. 

Secondly, he can know, in advance, which colors are 
best to avoid. For—leaving the pioneering to those 
who care to take the risk—he can choose those colors 
which (while not overused) are sufficiently well tested 
by others to have been proven practicable. Or, should 
he care to pioneer—and thus take the extensive risks of 
pioneering—he will enter the picture with his eyes wide 
open, prepared to do all that may prove necessary to 
promote his unusual color choice. 





Third, he can establish a correlation between the 
color opportunity in his field and the optimum seasonal 
color in the style field, and thus assure himself the best 
possible chance of effectiveness of package color and 
pattern. By this we mean that he can decide which of 
three or four “‘coming”’ seasonal colors coincides with 
that middle group of colors, in the chart of his own 
field, which are neither overused nor impracticable. 
Here finally, he places himself in the ideal position to 
profit to the fullest degree by virtue of the relationship 
his packages will bear to current style and color trends. 

On these and the following pages, the reader will find a 
background of material gathered by Modern Packaging’s 
Institute of Package Research serving to illustrate the 
methods of color correlation, in their practical applica- 
tion. The survey is divided into three parts. Part 
One (pages 54 and 55) is a survey of a particular indus- 
try to obtain the present color competition picture. 
This will naturally vary with each manufacturer's own 
industry and problem. Part Two is a survey of forth- 
coming color and pattern trends for fall and winter of 
1937. While by no means complete—since many of 
the trends are not yet well enough established to permit 
of analysis—it serves to indicate the general line of 
development. Part Three shows the application of a 
correlation between Parts One and Two to the available 
materials (and particularly to package papers) thus illus- 
trating the ease with which this method can be car-: 
ried from the theoretical to the practical without ad- 
vance in packaging costs. 


COLOR CLOCKING THE COSMETIC FIELD 








BEFORE one can know intelligently what colors will be 
best for any given “‘contemplated’’ product, the wise 
manufacturer checks on what is already being used by 
his competitors and rivals to be. 

The Institute of Package Research sent its sleuths into 
the stock-rooms of Stern's department store (New York) 
to measure present color conditions in the cosmetic field. 
Stern’s was chosen because it represented the upper- 
middle class trade that controls sizable volume and repre- 
sents the major style-setting groups for the country at 
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large. Woolworth’s stock-rooms would probably repre- 
sent a larger annual turnover—but not of the type that 
sets standards. Sak’s Fifth Ave. stock-rooms would 
have presented a distorted picture because too many of 
the products would be of the ultra-ultra luxury class, 
and thus not representative of the country at large. 
Solid, middle-road Stern’s was therefore considered 
the best bet. 

Thirty-two major lines were studied; something over 
five hundred packages in all. And only two things were 
measured. First: The major or dominant colors on a 
package. Second: The secondary or accompanying 
colors ona package. Transparencies, whether in glass or 
cellulose, were of necessity ignored in this survey. 

Chart A shows then how the various colors rated 
among the first group. Chart B shows the standings 
of the minor or secondary colors. If a brand utilized 
one color on more than one package, only one was 
added to the total for that particular color. If, how- 
ever, two or more colors were dominant on different 
packages of any brand or family, each color was rated 
in the final chart. 
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PINK 
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YELLOW 
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EN\ 
HERI PACKAGING SLEUTH PREDICTS STYLE TRENDS 





Reasoned the editors: If Paris knows now what it will make women wear 
this Fall, American gift packagers can tie-in with the coming trend to achieve: 
the advantages of special color promotions when gift packages are displayed 
in November and December. 

Cautioning note: Fashion prediction is a notoriously hazardous trade. 
While placing implicit faith in our “sleuth,” we warn manufacturers that most 
of these predictions may conceivably back-fire, others may conceivably 
sky-rocket to successes far beyond our present surmise. 


From here on, blame the sleuth! 


THE ICING comes off the cake at about the same time 
that the frost comes on the pumpkin. Maybe even a 
little before. Because, actually, in August women begin 
to tire of the frou-frou and fanfare of summer clothes 
and they look for something with what the fashion 
authorities call ‘‘character.’’ Whatever its name, it 
means a complete dietary change, usually in both color 
and silhouette. And this is something you can always 
depend on for Autumn. 

Colors will be rich and deep. Pastels that looked 
slick in June, look sick in August. White shoes and 
white hats make you look like somebody's nurse-maid. 
But mention sable brown and bottle-green and you'll 
sound heaven-inspired. 

More specifically, mahogany and rosy wine shades 
will be good. Much red with yellow in it, too, as a 
change from this pink-red. Tangerine and the pastel 
orange shades will turn darker, riding high into Fall, 
probably under a more exciting name like “‘burning 
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leaves’’ or something. But this year you won't com- 
bine orange and black or orange and brown. Nothing 
as simple as that. Rather tangerine and dull blue or 
green will have the inside track. 

Browns will, of course, be good—many a yellow 
brown, warm and golden. Lots of dark rich red browns, 
too. Grey and beige will look like Grade-B milk, 
and that skimmed, by Autumn, but we may see some- 
thing of a dark grey, and possibly of dark tan tweeds. 

Green and purple, seen in Paris this Spring, laughed 
at in New York, may be accepted by Autumn—together, 
that is. By then the combination should be a bit more 
subtle—easier to wear—with the violet greyed, and 
greendulled. Purple, royal and deep, usually hits a high 
during mid-Winter, as does the all-black costume. 

Plaids, always more right for Fall than for any other 
season, may return in bold tough patterns—but this is 
not to be depended on. Stripes, for clothes, ought to be 
quite dead by the end of this Summer. 





Generally colors for Autumn will be greyed and dirtied 
a bit. The clear, true colors of Spring will seem too 
cold (even in their strongest hues) for cold-weather 
wear and will not meet favor. 

Fabrics: Velvet and woolens, of course. In this 
year of elegance, broadcloth should do a right nice piece 
of business, being, next to velvet, the aristocrat of 
winter fabrics. Jersey will hit an all-time high, not 
only in the draped and silken evening things, but in 
wool jersey daytime frocks, simple and school-girl 
looking. Bulky textures will be found in sport clothes. 

Shoes will probably hum a low sombre note for Fall 
matching the fabric tones. Mahogany will vie with 
blacks and browns. The high over the instep vogue will 
continue. Soft, pliable leather, introduced this Spring, 
will work up in beautifully cut shoes. Suede and ante- 
lope are good bets, with fancy leathers like frog-skin, 
doing some business. 

Incidentals: Scarfs will take the place of white 
ruffles and collars. These will be Ascots and mufflers 
and little handkerchief squares of challis or a tough 
silk. Gloves will have more than their share of interest, 
since they are the perfect way to introduce a bright color 
note into a wardrobe. Trimmings will have humor 
rather than heaviness. Animal heads will make but- 
tons. Beads and embroideries and fringe will be con- 
fined to the afternoon and evening clothes of those 
people who can afford lots of others. Although a rather 
tailored type of embroidery may be made use of in the 
decoration of some daytime clothes. 

Lipsticks will be darker. But the vogue for orange 
will demand orange lips. Nail polish, bright on dark 
hands for summer, will strive to lighten the skin tones 
with light shades of its own. But there will always be 
some dark nails, because they are so very flattering. Lip- 
sticks and nails should match in this or any other season. 
Tanned skins will certainly not be chic in the Autumn. 

If the rooms in your house are getting new clothes 
you'll want to know about monochromes like beige, 
brown and ivory in one room. You'll want at least 
one all white (walls, woodwork, ceiling) room. 
Lemon yellow, grey and white, are clean and airy look- 
ing. Dark green comes into drawing and dining rooms. 
Pink and blue run all over the house. 

















































TO FALL AND 


HOLIDAY BOX WRAPPINGS AND DECORATIONS 


MODERN PACKAGING brings you, on the accordion opposite, thirty-two representative examples 
of the finest, most ‘“‘likely,’’ package papers for the fall. Thirty-two to show the trend—but not 


pretending to include al/ that will win wide approval by any means. 


The straws that show the trend are discussed in full detail in the articles that—together—form 
this survey. And, surprisingly for so early in the gift-planning season, consumers, retailers, 
stylists and manufacturers seem to be completely unanimous on all basic points and even on . 


many minor details. 


Reading across from left to right, on the top row, we have first a group of glistening metallics 
suggesting, not the metal-tinsel note of a bygone Christmas, but rather the growing trend towards 
metal tones and metal usage in all style and decorative fields. You can have your metals plain or 
embossed as you prefer, for box wraps, and either type may be printed any which way. 


Next come plaids and associated patterns, due for a strong run this fall when the stripes you now 
see will be out foraspell. The bolder and tougher the pattern... the more likely it will be to match 
the plaids you'll find on clothes. 


Wood grain papers are due for a continued run of popularity, extending their scope beyond the 
cosmetic fields in which they have previously scored their major hit. And, leading them a close 


race will be some of the newer ‘‘fabric’’ papers. 


Patterns directly associated with Christmas are due for a change in several aspects. Color trends 
seem definitely away from the stock red and green (though these will—this year—still be prominent) 
towards more silvers, deep shaded blues and gold, copper, brown and dubonnet. Many patterns 
feature red on silver—others turn the thing around and feature silver on red. 


Labels and seals show the same trends as papers—particularly in respect to the use of metallics 
and foils and the choice of colors. 


Greens and blues, in most shades, are due for a run, the four samples shown being typical of the 
best of the lot. Ribbons, in plaids and holiday patterns—fabric designs and metallic effects will 
find their growth in usage ascending once again to new highs as the season progresses. And, car- 
tons will no longer ignore the style notes formerly reserved to fancy papers, as demonstrated by these 
two samples of decorated board. 
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13. RIEGEL PAPER CORPORATION 15. UNITE 
24. McLAURIN-JONES COMPANY WARE-FOIL: SEALS PRODUCED 25. MCLAUR 


23. THE TABLET AND TICKET COMPANY 
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15. UNITED STATES PRINTING AND LITHOGRAPH COMPANY 





25. MCLAURIN-JONES COMPANY WARE-FOIL: SEALS PRODUCED 
BY CAMEO DIE CUTTING & ENGRAVING COMPANY 








6. WELSH PAPER COMPANY 





16. REYNOLDS METALS COMPANY, INC. 





26. C. R. WHITING COMPANY, INC. 





7. SANDERSON PRODUCTS, INC. 








27. THE MARVELLUM COMPANY 
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28. ROYAL PAPER CORPORATION 
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11. NASHUA GUMMED AND COATED PAPER COMPANY 12. HAZEN PAPER COMPANY 


20. SANDERSON PRODUCTS, INC. 


22. CHAS. W. WILLIAMS AND COMPANY, INC. 
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THE GIFT PACKAGE OF 1937 


by EVE MAIN 


THE UNDERLYING STRUCTURE in all business en- 
terprises today is being trued and leveled on a sound and 
serious basis. In the bright years preceding 1929, 
manufacturers and retailers had little difficulty in selling 
anything they produced because money was generally 
plentiful and people spent without a great deal of dis- 
crimination. During the lean years that followed, purse 
strings were drawn tighter, budgets were slashed to a 
minimum and people bought only what they actually 
needed or wanted most. This made it necessary for 
manufacturers to sit up and take notice of what the con- 
sumer really did want. His product had to offer full 
value for money expended and it had to have the pulling 
power to attract the attention of the consumer and make 
him or her feel that this, perhaps, was not a luxury but 
a necessity. 


The fact that retailers have built their stores over and 
reorganized the technique of selling arrangement hasn't 
been solely with the idea of spending money, nor always 
with the idea of improving the store’s appearance. It 
has been the outcome of serious thinking and analytical 
deductions. Not sales methods, but buying methods and 
habits of the store's customers have been observed and 
examined, with the result that prominent department 
stores today, although tremendous in area, have through 
such arrangements facilitated shopping and coordinated 
related departments in a way that has never been evi- 
denced before. 

These retailers are more than ever before certain that 
the success or failure of any product depends to a great 
extent upon the way in which it is presented. They 
have learned that the consumer can be swayed in her 


New holiday wrappings of the Dennison Manufacturing Company run to blues—on the deep side 
silvers, deep yellow golds, copper and a newcomer, Dubonnet, used in combination with gold to 


gain a rich “royal’’ appearance. 


Designs utilize the traditional symbols, but vary the style-ized mod- 


ernism of the last few years in favor of a softer treatment felt to be more in keeping with the old-fashioned 
Christmas spirit. Ribbons, it will be noted—particularly cellulose ribbons in matching tones—are 


much favored by Dennison’s stylists 
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Cannon Mills, more than any other single factor, 
have been responsible for bringing such items as 
towels into the gift class. Shown above are a 
number of the more recent Cannon gift-set packages. 
The Dorset Box utilized the old-style of towel 
packaging, with the towels lying flat and wrapped 
in transparent cellulose. The box itself was red 
with a white cover sprinkled with silver and red 
figures and the set retailed at $1.00. Other sets 
of so-called Washies—i.e., wash cloths or miniature 
towels—were packed in hinged-lid set-up boxes 
with each towel tightly folded or rolled for better 
display wherever shown 


choice of an article by a pleasing setting, an unusual 
coloring, or any one of a dozen different attributes that 
she considers smart and appropriate for what she has in 
mind. She wields a tremendous power and impersonally 
ignores one product to concentrate upon another that 
seems to her to be an expression of her own individuality. 

Let us consider what this earnest deference to consumer 
thinking indicates as it relates to packaging for everyday 
and holiday gift merchandise. First of all it signifies 
that gone are the days, if they ever existed, when a manu- 
faccurer could devote all his thought and energy to the 
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merchandise he hoped to sell and then fit it into a box, 
any box, and expect the good quality of his product and 
the prestige of his name to insure its speedy acceptance. 
No matter how big a manufacturer may be, no matter 
how well-known his brand, he cannot afford to depend 
upon these qualifications alone in presenting merchandise 
to a critical public. Ordinarily, when a woman enters 
a store to buy a gift, she has not definitely decided upon 
any particular brand of merchandise nor any specific 
manufacturer whose product she believes to be superior 
toall others. Her one aim and purpose is to secure a gift 
that will be a personal tribute and impress the recipient 
with a sense of her thoughtfulness and good taste. 
Usually she hasn't even any special department in mind 
where her gift may be purchased. She walks through the 
store examining, appraising and discarding possibilities 
until she hits upon what she considers a happy solution. 

The consumer pays perhaps, but she also chooses what 
she will pay for, and is likely to be finicky and particular 
about it as she has been encouraged to feel is her right. 
The quality of the merchandise may be impeccable, the 
manufacturer of it entirely dependable, but if he has 
slipped in the presentation of his product as a gift, if 
it does not reach out and compel the respect and desire 
of the consumer by the intrinsic value of its display and 
package appeal, all his careful planning and effort is of 
no avail. His merchandise, in the package he thought 
good enough for the purpose, is passed over and perhaps 
one from a competitor chosen because it has been de- 
signed and carried out in a captivating manner. 

Of recent years, manufacturers have developed their 
packaging with a great deal of pride, and some of them 
have been chagrined to find that the results of their 
labors didn’t accomplish what they expected them to. 
Invariably an examination of such a manufacturer’s ap- 
proach to the matter of packaging reveals that it was 
designed and developed from the viewpoint of the execu- 
tive responsible for the merchandise, or created from 
theoretical style trends whipped up during a merchandis- 
ing conference. That same manufacturer will find, if he 
has the stamina and stick-to-it-iveness to investigate 
that if the merchandise is the type of thing the customer 
wants, in the type of package she wants it to be in, it 
will sell. 

Manufacturers, whether concerned with the making 
of paper to cover boxes, whether makers of the box it- 
self, or whether producers of the merchandise that goes 
into the box, must realize and appreciate the amount of 
decorating education that has been lavished upon their 
prospective customers through magazine, newspaper and 
radio advertising, as well as through movies. They must 
appreciate the fact that in order to keep abreast of this 
wide dissemination of knowledge, their papers, boxes, 
or merchandise as the case may be, must reflect what the 
consumer has come to consider the best lines of thought, 
if they hope to make any sort of a favorable impression. 

Just what does constitute effective gift packaging in 
the rapidly changing complexion of modern merchandis- 
ing methods? In an effort to get at the fundamental 
principles, we have contacted consumers, retail outlets 





and buying syndicates, as well as manufacturers whose 
packaging activities are conceded to be definitely along 
the right lines. The results of our findings as recorded 
on the following pages may, we hope, prove of some 
value to those engaged in planning their packaging 
programs for the coming holiday season. 


Gift Packaging from Consumer’s Viewpoint 


What, actually, does the consumer want in the way of 
gift packaging for the coming holiday season? Antici- 
pating this query, MopEeRN PackaGING sent a question- 
naire to women in twenty key cities in the United States. 

Of the women who replied, 42 per cent expressed a 
preference for conventional red and green Christmas 
colors; 52 per cent lean toward more modern color com- 
binations, while 6 per cent like to have both available 
for choice. In the matter of design, however, 56 per 
cent prefer traditional Christmas symbols and scenes, 
while but 36 per cent vote for modern effects, with 8 
per cent partial to both. It is interesting to note the 
difference of 16 per cent in favor of modern colors (52 
per cent) over modern design (36 per cent), and this is 
accounted for by the fact that this group of women be- 
lieve modern colors can be adapted to traditional designs 
with pleasing effects. 

Asked if they object to having the store name or manu- 
facturer’s name on a gift package, 36 per cent of the 
women replied that they did, emphatically; 42 per cent 
could see no objection; in fact, some of them seemed to 
feel it was an advantage particularly if it should become 
necessary for the recipient to exchange the gift; 22 
per cent declared they would not object if the name were 
dignified, restrained and in no way conspicuous. It 
was suggested also that the color of the package might 
easily be made to signify the store of purchase, or that 


Top illustration: Cambridge Paper Box Company 
looks forward to the increasing use of composite 
hand and machine made boxes as the demand for 
luxury merchandise increases. The company antici- 
pates—for Fall—a trend towards flints, micas, lithos, 
metallics and the finer wood grain and luggage 
fabric box coverings. Economic necessity, in the 
last few years, having eliminated the use of papers 
distinguished more by extravagance than good taste, 
the company does not look forward to any return to 
flamboyancy in the near future. Center illustration: 
U. S. Printing and Lithograph Company notes a 
trend, becoming more pronounced over the last 
three years, towards the use of specially designed 
box wraps by department stores and specialty shops. 
These, replacing the former over-all designs with 
imprinted store names, have been tested in stores of 
varying size and proved so successful that today, the 
company’s entire sales volume in this field is con- 
centrated, almost exclusively, in the newer type of 
wrap. Lower illustration: Stecher-Traung Litho- 
graph Corporation presents the packages shown as 
outstanding examples in a new trend in retail holi- 
day packaging—a trend which identifies the store 
by one particular pattern used annually on all holi- 
day packages and which, hence, requires only the 
smallest name identification, if any. In the case of 
the Macy package, the name of the store is com- 
pletely missing, yet so firmly has the identity of the 
package been linked with that of the store, that over 
70 per cent of all women stopped a mile from the 
store by investigators immediately recognized the 
package when it was shown to them as a Macy 
product 






















the letters might form a part of the color scheme in the 
design which is employed. 

A gift wrapping service in stores is considered indis- 
pensable by 74 per cent of the women, while the remain- 
ing 26 per cent have no occasion to use it, either because 
they feel the charge for the service is too high, or because 
they consider that half the fun of giving presents is in 
wrapping them at home. 

Merchandise pre-packed in transparent cellulose or 
similar material is regarded highly by 76 per cent of the 
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women providing, of course, that the product is de- 
pendable and there is an open sample that may be ex- 
amined; 24 per cent of the women indicated that they 
did not favor this method of packaging but gave no con- 
structive reason other than perhaps it wasn't quite as 
gifty in appearance. 

The questionnaire elicited a fifty-fifty response on the 
question of packages with re-use possibilities. Half of 
the women thought they improved the desirability of a 
gift, while the other half felt that the re-use package 
might add to the cost of the gift or detract from the 
merchandise within. 

From replies received we also learn that 56 per cent of 
the women prefer single items packaged as gifts; 30 
per cent have occasion to select combinations or sets of 
related items, and 14 per cent useboth. Some of the items 
these women would especially like to find packaged in 
sets are: dish cloths and towels to match; kitchen 
utensils such as mixing spoons, ladles, etc.; sets of small 
sauce pans in boxes, or any similar articles that house- 
wives could use priced from 50 cents to $1.00; purse and 
gloves carrying out special color schemes; pen or pencil 
with notebook or address book; wallet and tobacco 
pouch; belt, gloves and scarf; sets of perfume, toilet 
water, bath salts and bath powder, since, according to 
this correspondent, in most such sets two or more of 
these items are omitted and face powder added. She 
feels it is difficult to decide upon face powder without 
knowing the recipient's preference in brand and shade. 

In response to our request for suggestions as to what 
manufacturers and retailers might do to make Christmas 
gift packaging more acceptable, we were all but over- 
whelmed by the number and variety received. Included 
here are but a few of the more potent. It is suggested 
that packages be made more modern in shape, size, and 
material; that the package be kept subordinate to the 
gift, simple but attractive; that phony compartments be 
done away with and no attempt made to prepare larger 
packages than the merchandise requires; that any pack- 
age charge be included in the price of the gift; that de- 
signs of boxes be entirely changed at Christmas time with 
special thought for children; that department stores pro- 
vide demonstration facilities and instructions in the art 
of gift wrapping with novel trim; that packages be 
chosen that are worthy of their contents; that stores 
display packages artistically showing possibilities of 
use in the home or elsewhere. 

From comments received from at least 10 per cent of 
these women, it is evident the thinking consumer feels 
that not sufficient attention is given to the matter of 
intelligent design and that uninteresting packages, of 
which there are altogether too many, are the result of 
poorly executed design. That such considerations are 
of vital interest to consumers is indicated by a letter 
enclosed with one of our questionnaires from Boston, 
which reads in part, “Your letter and request are of such 
importance that I must tell you how amazed and delighted 
[am toreceive them. It is heart breaking to go through 
the shops searching for something that will ‘do.’ It is 
furile to expect anything more, anything that would be of 
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real beauty. It might almost truthfully be said that 
most commercial designs are bad. In your questionnaire 
you use the word modern to describe what has appeared 
in these later years. In the past, no thought was given 
to design. Objects were stuck onto a space regardless 
of what happened to the space. The less said about those 
objects, the better. They just were objects, without 
any creative ideas. Then the so-called modern move- 
ment arrived. The commercial artists saw novelty 
and rushed to imitate. 

‘The real modern artist knows that a design without 
organization is bad. The untrained person does not 
know the difference, seeing only the strange arrange- 
ment of line and space, not realizing that not one line or 
bit of space appeared without a definite plan; a plan as 
fundamental and inevitable as the arrangement of seeds 
in the center of a sunflower or the spots on a giraffe. 
If designers do not know these principles, they should 
stick to plain, unadorned wrapperts.”’ 


Gift Packaging from the Viewpoint of 
the Retailer 


Working directly with the consumer, the department 
store has a marvelous opportunity to record the pulse 
or take the temperature, if you will, of its buying public. 
Each of its many departments is a proving or testing 
ground for merchandise, and the only merchandise 
ordered and re-ordered is that which provides reasonably 
quick turnover with resulting profit. If a package has 
not been designed with the customer's thinking in mind, 
it is immediately placed at a disadvantage with the store's 
display man, with the buyer in the department where it 
is sold, and with the assistant buyer who arranges mer- 
chandise to catch the eye of the customer. Naturally, 
they are going to choose the more attractive, the more 
customer-minded package for the more prominent posi- 
tion of display. From the time the opening bell rings 
in the morning until the covers are placed over merchan- 
dise and the closing bell rings at night, the principal 
concern of the retail clerk is sales. The buyer of the 
department thinks in terms of beating ‘“‘last year’s 
sales today.’’ The assistant buyer patrols the depart- 
ment all day long filling in merchandise and watching 
to see what is moving. If he notices something that is 
not selling, he frequently substitutes some other item, 
and the manufacturer who hopes to keep his merchandise 
before the public, is one that has a package planned, 
developed and carried out to coincide with the policy of 
customer thinking. 

According to the *‘Retailer’s Calendar and Promotional 
Guide for 1937’’ published by the National Retail Dry 
Goods Association, 15.1 per cent of the average store's 
total annual sales are made in December. At this time, 
all merchandise of whatever description is subject to the 
keenest sort of competition as it angles for its share of 
gift business, and the items in the packages that speak 
loudest for consumer attention are the ones that linger 
but fleetingly on counters and shelves. Taking its cue 
from first-hand experience with likes and dislikes of 
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consumers, the retail store has firm convictions as to what 
constitutes proper holiday packaging for its own par- 
ticular class of customers, as we discovered by contact- 
ing some twenty-five retail outlets in New York, and 
directing questionnaires to stores in twelve Federal 
Reserve Districts. 

Of the stores supplying the information we requested, 
66?/s per cent follow modern trends in color and design 
of packages, while the other 33 1/3 per cent stick to tradi- 
tional since it seems to be more pleasing to the consumers 
patronizing their stores. 

According to 56 per cent of the stores, special gift 
boxes should be prepared for holiday merchandise. The 
remaining 44 per cent much prefer the use of all year 
around boxes with Christmas wrappings in one form or 
another that may be removed after the holiday. 

From replies received we also learn that 61 per cent of 
the stores favor single items packaged as gifts except, 
of course, where merchandise is more adaptable to en- 
sembles, such as bath sets, toiletries, etc., with 39 per 
cent voting for combinations wherever possible. 

Replies indicate, too, that practically every department 
in a store is considered a potential gift center during the 
holidays with special emphasis on toilet articles, hosiery, 
handkerchiefs, linens, jewelry, leather goods, men’s 
furnishings, boy’s furnishings, infants’ wear, house 
furnishing, lingerie and regular giftwares departments, 
and prices ranging from $1.00 to $10.00 offer the most 
interesting possibilities for products in gift packages. 

We asked these stores how product manufacturers 
could plan their holiday packaging to tie in better with 
the plans of the store and received suggestions such as 
these: By color coordination; by announcing far enough 
in advance the color line to be employed so that depart- 
ments can plan accordingly; by consulting the store for 
suggestions early in the season; by more extensive use of 
transparent cellulose for prepacked merchandise. In 
addition to these, 56 per cent of the stores offered a sug- 
gestion that indicates they are all thinking along the 
same lines, and this is that manufacturers should en- 
deavor to follow the same packaging plan as the store, 
intimating that it would lead to harmony of color scheme 
when gift boxes are laid out in each department. On the 
face of it this seems like an utter impossibility, but since 
it came from so many different sources it seems worthy 
of mention. The stores, of course, recognize that a 
plan of this nature would be something of an undertak- 
ing for the manufacturer unless the item could be bought 
in sufficient quantities to make it worth his while. Yet 
they argue, his merchandise must be packaged in some 
sort of container, and how much more fitting it would be 
if he were to choose the same paper, the same color 
scheme and design for his boxes that the store has chosen 
for itself. One department store in New York gave as a 
reason for this opinion that each retail outlet wants to 
Maintain a certain amount of individuality and no matter 
how pleasing a manufacturer's package may be, it is 
bound to lose a certain portion of its effectiveness if sold 
to several stores in the same neighborhood or spread over 
too wide a territory. 


Another store suggests that this relation of boxes might 
be accomplished in the same manner as store labels are 
attached to manufacturer’s boxes. That is, the store 
orders a certain quantity of merchandise specifying that 
its own labels shall appear on the boxes and telling the 
manufacturer where these labels may be obtained and at 
what price. The manufacturer then buys the labels and 
attaches them to the boxes to be delivered to that par- 
ticular store. 

From the economic standpoint, it would be much less 
expensive if the store could use the package provided by 
the manufacturer. But whether or not retail outlets 
would be willing to pay anything additional for this 
Service is a moot question which would undoubtedly 
depend upon individual manufacturers and the arrange- 
ments they are able to make with individual stores. 
However, greater problems than this have been met and 
overcome by far-seeing, tenacious manufacturers, and 
whether or not such a program could actually be in- 
stituted it is something for producers of merchandise 
to be thinking about. 


Packaging for Men 


Up to this point we have been chiefly concerned with 
holiday packaging from the angle of women consumers 
since approximately 85 per cent of the sales made in retail 
stores are to women and, therefore, their reactions are of 
the first importance. It would not be right, however, 
to entirely overlook men in the great wave of Christmas 
buying and accordingly we dropped into a couple of men’s 
apparel shops to learn what they had to offer on this 
subject. These shops, it seems, are as keenly convinced 
of the wisdom of appropriate packaging as any other 
retail outlet and the efforts they have made in this 
direction have been more than satisfying in increased 
sales. Broadstreet’s, Inc., men’s clothiers and furnishers, 
introduced an attractively packaged ensemble for men 
last Christmas, which was so successful that they have 
continued it throughout the year and intend to follow the 
same plan this year for gift purposes. According to this 
store, the average man doesn't know a great deal about 
matching and harmonizing accessories to be worn with 
his various suits, and the store has equipped itself to 
supply an easy formula for choosing such accessories. 
A shirt, tie and socks are chosen to complement different 
colored suits and these are packed in boxes that suggest 
the suit with which they will be worn—a red box con- 
tains accessories for a gray suit, a blue box for blue suits 
and a brown and gold box for brown suits. During the 
holiday season these boxes are personalized as gifts by 
pasting the recipient’s initials in the lower right-hand 
corner. The store finds that men have come to consider 
it an authority on such matters and respect the advice 
that is given. This service is a convenience for a woman 
shopper as well. She is asked what color suit the ac- 
cessories are to be worn with and is given the proper 
set to complement that suit. 

Weber & Heilbroner endeavors to design gift packages 
that are pleasing to both (Continued on page 112) 
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A GREAT DEAL has been said and written about the 
desirability of making the package enhance the eye ap- 
peal of the product. To a large extent this has carried 
the implication that the package should serve as a frame 
or stage, which by creating an alluring atmosphere, pre- 
sents the product to the best advantage. 

The physical nature of many products is such as to be 
negative, insofar as eye appeal is concerned. Canned 
soups, gelatin dessert powders, cereals and many other 
food products depend upon the cooking processes and 
garnishes to establish their eye and appetite appeal. It 
takes a vivid imagination indeed to visualize the possi- 
bilities inherent within a mass of cream-gray pancake 
flour. Yet transform it to a stack of golden-brown wheat 
cakes, topped with a generous patty of butter, dripping 
in Vermont maple syrup, with delicious link sausages on 
the side, and the response is immediate and powerful. 
The colorless and apparently lifeless brown bulbs, placed 
in a wicker basket in the florist’s shop, convey little to 
the average consumer's eye of the potential fragrance 
and beauty of the blooming Easter lily, hyacinth or nar- 
cissus, which lies buried in their unattractive exteriors. 

In such cases, which may be somewhat extreme, in- 
sofar as totally lacking in eye appeal, the packages must 
obviously present these products, not in terms of their 
present shape and form, but rather in their final condi- 
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REVEALING PACKAGES 


Should the product possessing considerable eye 
appeal be protected within a package, or can pro- 
tection be secured along with enhancement of the 
product in a new kind of package? The answer is 
definitely ‘’yes,”” as proven in the instances of 
several products which have been successfully dis- 
played and sold in rigid transparent containers. 






tion, in which state they completely fulfill the purposes 
and requirements of the ultimate consumer. 

With certain other products, such as tomato juice in 
glass containers, crackers in cartons, and paints in tin 
cans, presentation to the consumer is greatly improved 
if the package portrays the product in surroundings 
which show how the product fits into the needs of im- 
proved living. Thus crackers are shown enhancing the 
appetizing qualities of soups, salads and cheese spreads, 
while an inviting living room scene demonstrates the 
ability of paint to serve a satisfying function in beautify- 
ing the home, and thus encourage that which has been 
referred to as ‘the more abundant life.” 

At times it has proved profitable to combine the eye 
appeal of the product together with the decorative quali- 
ties of an outer package. Particularly is this true if 
ordinary display might tend to render the product un- 
sightly and unsalable, due to soiling, either by the collec- 
tion of dust, frequent handling or in general assuming a 
shop-worn appearance. Folding cartons, with clear 
windows of transparent cellulose, for example, show the 
consumer, clean, fresh and ready-to-be-used ‘‘Fieldcrest”’ 
sheets, pillow cases and blankets, products of Marshall, 
Field & Company. The colored surfaces of the cartons 
set off the whiteness of the products, and in addition 
clinch sales through information dealing with what the 


































product is made of, how it is made, service it will give 
and the best way to take care of it to insure long and 
satisfactory wear. 

From packages which showed a partial view of the 
contents, it was a logical step to the all-revealing rigid 
package of cellulose acetate which has been accepted 
with increasing popularity. Cellulose acetate is a true 
thermoplastic material that is absolutely waterproof and 
is not affected in the slightest degree by extreme changes 
of temperature or humidity. The result is that it does 
not shrink, stretch or become brittle. 

In aging, the lighter gauges of cellulose acetate do not 
discolor or change. The heavier gauges, however, under 
aging and exposure to bright light, have a tendency to 


From top to bottom, in the modern clothes or linen closet shown on the opposite page, effective and convenient use is 





acetate for rigid containers. For special construction, 
the edges or rims may be lap-rolled to assure extra 
strength, and at least one company makes use of a 
patented metal band which is so combined with the 
cellulose acetate that it will not pull apart. Also used 
is a welded base which is equally tenacious and does not 
separate under any strain. 

The first shapes to appear were square or rectangular 
and round two-piece boxes. The earliest use of these 
was as a container for marbles; as a display for ‘“Tempt- 
ers’’ gum, a rigid transparent base proved highly suc- 
cessful, and is still used. Last year the popularity of 
rigid transparent boxes sky-rocketed. Saks Fifth Ave- 
nue, for instance, had every window on every street 


made of rigid transparent containers. The topmost shelves are utilized tor hats, each in its own transparent box which 
enables milady to make her selection without removing the cover. And she knows further that each item so packaged 
is protected from dust or other injurious elements. Then sheets, pillowcases, towels, wash-cloths and even blankets 
are similarly revealed and protected in properly sized transparent containers. Small wonder it is that they have found 


favor among discriminating housekeepers. . 


plus when shown on the table or sideboard in a crystal-clear round box. . . 


Choice cookies or sweetmeats are revealed with appetite appeal 


Seeing is believing, says the 


fisherman who is fortunate enough to possess one of the transparent boxes used for high quality casting lines. Once 


the line is on his reel, he has a convenient place to keep leaders. . . 


Various shapes are available in transparent 


boxes. Above, left, are two—one, the familiar round shape and the other octagonal. Up to this point, all of the 


photographs shown are by courtesy of the Celluloid Corporation. . . 


Above, right: A group of transparent 


containers made by the Saf-T-Loid packaging division of Parfait Powder Puff Company. The three in the foreground 
are of Metaledge construction—a slim band of colored metal gives greater rigidity and adds a pleasing touch of color 


become slightly yellow. This slight yellowing, how- 
ever, can be overcome by adding a very faint bluish 
tinge in the course of production. When this is added 
the heavier sheets can be exposed to the sun in the dis- 
play window or to any degree of aging without getting 
a visible effect. 

Various methods are used in the making of the rigid 
containers. Some of the gauges can be bent and formed 
cold. With most of the heavier gauges it is advisable, 
and it is recommended, to use heat at the point of bend- 
ing. Special cements, which are really solvents for the 
material itself, are available and give the effect of weld- 
ing at the joints which are made in the forming of the 
containers. Other types of cement are used to join 

cellulose acetate to paper, leather, wood, tin, glass and 
her materials. Likewise, sewing, stamping, and 
tching are employed in the fabrication of cellulose 


trimmed with transparent containers. When the trans- 
parent hat boxes first appeared, they were sold for $5.00 
each—and at that price were snapped up like hot cakes. 
Since then it has been possible to obtain them at lower 
prices—even down to 89 cents—and the demand is 
consistently continuing. 

These instances were but the beginning of an increas- 
ing and enthusiastic reception of other shapes and sizes 
of transparent containers for a consistently widening 
group of products. All kinds of dress accessories, for 
men and women, made their appearance in boxes which 
were planned to hold one or more items, and even permit 
an additional number to be placed therein. For instance, 
one store selling three quality shirts in a single sale pre- 
sents the customer with a transparent box that provides 
room for a half dozen, so that the purchaser is assured 
clean, visible and convenient storage for that wearing 
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apparel. Not only are the elements of good store display 
possible through the use of such containers—and thus of 
direct benefit to the retailer—but more and more they 
are meeting with consumer preference because of their 
indispensable value in the home. No longer is it neces- 
sary to store wearing apparel in boxes which do not 
reveal their contents until they are opened. 

But the use of these rigid transparent containers is not 
confined to the packaging and display of products in the 
higher price brackets. Even such simple items as safety 
pins have taken on new interest for the consumer when 
displayed for her attention in a miniature show case. 
And the retailer asks, and can get, a higher price by 
offering them in this manner. 

To further indicate the growth of popularity, it has 
been estimated that the number of suppliers and fabrica- 
tors in the rigid transparent container field has increased 
tenfold in the last year, and the demand for their prod- 
ucts is insatiable. Stated D. S. Hopping of the Celluloid 
Corporation in an address given at the recent Packaging 
Conference: “One fabricator who came into my office 
had a list of 75 different sizes of transparent boxes that a 
department store had asked him to make. He said, 
‘Please, can’t you help me bring this down to some 
number and size of boxes that will be reasonable. I am 
going crazy. They are riding me night and morning for 
deliveries, and we can’t make 75 new types of trans- 
parent boxes over-night and get them into the stores for 
Christmas.’ ”’ 

While it is almost impossible to give a complete list of 
products now being packaged in rigid transparent con- 


Top illustration shows a group of powder puff con- 
tainers which carry applied decoration on their sur- 
faces. These are manufactured by Columbia Prod- 
ucts Corporation. Next below are two views taken 
of Saks Fifth Avenue windows. Arranged as Christ- 
mas gift displays, these and other groupings of trans- 
parent containers attracted undivided attention. In 
re-use they not only protect the contents but eliminate 
the bother attendant to searching on shelves and in 
drawers for desired articles. Illustrations courtesy 
of Celluloid Corporation. .. Below: Transparent 
box for cleaning tissues. This oblong container 
has an oval beaded hole in the cover, through which 
tissues are removed. It is equipped with eyelets in 
the base so that it may be fastened to the wall. . . 
Rectangular or cylindrical containers for blankets, 
table sets and other linen. Photographs courtesy of 
DuPont Style News Service 
































range of their usefulness: 


atomizers gloves powder puffs 
bathrobes handbags sachets 

belts handkerchiefs _ scarfs 
blankets hats sheets 
candies jewelry shoes 
chewing gum neckwear stockings 
cookies nut meats sweaters 
flowers perfumes tooth picks 


The extensive use which is now being given to rigid 
transparent containers is evidence of three truths: 


1. Certain products contain sufficient eye-appeal in 
themselves that they require no decorative pack- 
aging to enhance their already excellent appear- 
ance. 


2. The major function of a package for such products 
is one of protection. It is of course mandatory 
that a product shall be kept fresh and clean all the 


they purchase. 














tainers, the following few will serve to show the wide 





way along its travels from point of manufacture to 
that of ultimate consumption or use. 


3. The immediate visibility of the product, accom- 
plished by this type of container, suggests a per- 
manent after-use for the package in the home, in 
contrast to other types which are so readily dis- 
carded. For, by revealing their contents, at a 
glance, these new boxes eliminate the bother at- 
tendant to long searching on closet shelves and in 
drawers for wanted articles, which are better pro- 
tected and more easily found in these permanent 
transparent containers. 


While a great deal of progress has been made in a sur- 
ptisingly short period, it is safe to predict that increasing 
numbers of product manufacturers and package designers 
will see as yet undiscovered possibilities within these 
revealing packages. It will be interesting to note the 
gift and holiday packages of the future in comparison 
with those shown herewith, to determine the extent of 
improvements which are continually being made in 
better and more effective packaging methods. 


From these examples it may be seen (pardon the pun, please) that there is little limit as to the number of products 
which can be advantageously displayed in rigid transparent containers. Revealing their contents at a glance, 
transparent containers such as these also protect the included merchandise and are practical as utility gifts. 
The appeal of these containers also extends to male customers who prefer neatness in the accessories which 
Photos by courtesy of DuPont Style News Service 
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APPEALING ALIKE TO EYE, TASTE AND PURSE 


TO STUDENTS of packaging, the practices followed 
by the large, nationally known manufacturers of boxed 
candies have served as a particularly interesting and 
stimulating study. While the reasons are legion per- 
haps the following eight cover the major points: 


1. The unit of sale, varying from a minimum of one 
dollar upwards, is far above the average, and 
hence permits of the finest in packaging. 

Fine candies are luxury items which have a much 
wider and stronger appeal than the average run of 


| el 


utilitarian products. 

Chocolates possess highly appetizing qualities 

which may be capitalized upon in the package, 

for the love of sweets is universal. 

4. In appealing to a class market consideration and 
use may be made of all kinds and types of packag- 
ing materials, almost without regard to their 


w 


cost. 
Exquisite chocolates are highly perishable, hence 
require careful protection in packaging to avoid 
the rapid deterioration which occurs when ex- 
posed to air and particularly sunlight. The 
physical changes caused by the latter turns the 
color of the chocolate coating from a rich golden 
brown to a sickly mildewish white which destroys 
the salability of the product. 

6. In contrast to other products which are used or 
consumed by the purchaser, fine packaged candies 
are, in the majority of cases, bought for use as 
gifts to others. Thus they must fulfill the re- 
quirement of making impressive showing and reflect 
credit on the discernment and good judgment 
of the giver, and the esteem in which he holds the 


—~ 


recipient. 

Individual tastes for candies vary widely, hence 

the necessity for a wide range of packages from 

which to select. 

8. The market for fine candies varies from sophisti- 
cated moderns to staid conservatives, all of whom 
must be catered to in order to win their patronage. 


N 


Of all the manufacturers of high quality confections 
none has been any more ‘‘package minded,"’ progressive, 
or willing to experiment, than the Robert A. Johnston 
Company. Johnston's is an internationally famous 
name which has always been synonymous with the 
finest in candies. After several years of careful study 
and experimenting, with different types of candy pack- 
ages, the company was able to draw certain definite 
conclusions regarding interesting and profitable methods 
of presenting its products. Conclusions were that 
buyers of high grade candies sought four principal things 
in the candy packages which won their especial favor: 
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Above: Dealer’s window streamer which features 
Johnston’s Zodiac Box. Below: Reproduction 
of advertisement featuring the Johnston Plaid Box 


(1) Appropriateness, through fitting the gift to the 
known individual characteristics of the recipient; (2) 
Individuality, by getting something that is not simply 
one product in a more or less regimented line, but has 
some individuality in itself, and will not be confused 
with lower priced merchandise; (3) Color, which has 
beautified even the drabbest of ordinary things, but of 
course in tones and qualities which would be in keep- 
ing with high quality and desirable confections; (4) 
Novelty, which means getting something different and 
apart from standard packages, but not so radical a de- 
parture as to indicate poor taste or grotesqueness. 
Inasmuch as these findings stood up under repeated 
testings, without regard to age limitations, geographi- 
cal boundaries and other such limiting factors, the com- 
pany decided, in 1936, to introduce a line of entirely 
new candies in the Spring of 1937 which would incor- 


























porate all of them as nearly as possible. Examining 
the ninety year old Johnston signature the company 
felt that it could be improved in two ways: first, it 
required modernizing for in its original form it was not 
in keeping with smart, present-day methods and pack- 
ages; and second, it has always been a little difficult to 
read, and because of its slanting character it has not lent 
itself to harmoniously fit into package designs and ad- 
vertising matter. While it took a good deal of courage 
to make this change, the company tried to retain 
much of the character and personality of the original 
logotype by continuing the script and underline of 
‘Candies and Chocolate.’’ Since the change has been 
made it is possible to let it play a much more important 
part in the new package designs than it previously did, 
for it can now be given size and prominence without in 
any way interfering or spoiling the beauty of the de- 
signs which individualize the boxes. 

The next step in the development of this program was 
to decide on the actual products or assortments which, 
over a period of years, had proved most popular. A 












































careful analysis of sales convinced the Johnston execu- 
tives that a total of six different assortments would be 
sufficient for the purpose, these to include four $1.00 
packages, one $1.25 package and one $1.50 package. 

In approaching the next step, working out the actual 
package designs, those in charge carefully reviewed 
packaging practices. Family resemblance, so sought 
after in some lines of products, seemed to lack value 
in their particular case. Nevertheless the idea was not 
discarded until after they had made up sketches and 
actual boxes to show the application of the family of 
packages thought. Not only did these fail to get over 
the necessary surprise or novelty element, but they failed 
completely in drawing any distinction between the 
various priced items. The decision therefore was in- 
evitable that, to accomplish their purpose, each pack- 
age must be individual in character. While consumers 
of canned vegetables have no objection to buying toma- 
toes, beets and green beans under completely standard- 
ized labels, when they buy candies they insist upon 
selecting designs which they (Continued on page 128) 
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Spooner, Inc., presents a new package of bath oil in pine, lavender and gardenia odors. 





Package 
designed by Joseph Parentini, decorated boxes by Huschle Bros., linen cellophane by Catty 
Franz Euler Corporation * * * In dealing with chain stores and other organizations who have 
branch offices, it was found that the main office, through standardization, could efficiently 
control the sanitary supplies used. To meet this condition, Puritan Chemical Company have 
packaged, in concentrated form, a line of merchandise, sealed in tin containers. This not only 
insures uniformity of product but takes up little space, is economical to ship and prevents 
waste * * * Modification of an old design is apparent in the new packages adopted by the Lar- 
rowe Buckwheat Flour Corporation. These retain a sufficient part of the old design so that con- 
sumers will still recognize the brand. The designs are reproduced in five colors and were created 
by F. M. Howell & Company in collaboration with the David Tynion Advertising Agency * * * Di- 
rect color photography and varnishing are used for the new labels on the fibre can containers in 
which the Cook Chocolate Company packages its cocoa. Color plates and 
printing are by U. S. Printing & Lithograph Company; fibre containers 
by American Can Company * * * An attractive mixing bottle, designed by 
Edgar Olds of the Olds Products Company, is meeting the approval of 
consumers. The bottle is scientifically designed for easy mixing of the 
French Dressing. It is vapor vacuum sealed with Whitecaps * * * Mecca 
Sales Company packages its Camellia bath oil in an intriguing brown jug. 
The cork closure by Armstrong Cork Products Company, labels by Grand 
Rapids Label Company and jugs by Sherwood Bros. Company * * * Hav- 
ing succeeded to a marked degree with its antiseptic solution, Sea Breeze 
Laboratories have just formulated a hand lotion, embodying the most 
recent efforts of chemistry and dermatology. Attractively packaged in 
glass container, by J. T. & A. Hamilton Company; novel plastic dispensing 
closure by Grigoleit; silver foil labels by F. E. Mason & Sons * * * 
Gulden’s mustard bottles now have caps. lithographed on tin in 
five colors by a new process. There are 16 designs or subjects, each one picturing a 
different use for Gulden’s Mustard in cooking or on the table. Caps are produced by National 
Seal Company * * * Quality of appearance is achieved through the smartly designed caps and 
labels that create a modern atmosphere for The Nyal Company’s Sadira facial freshener, cleansing 
cold cream, and finishing cream containers. The gold metallic labels are printed with an un- 
usual design in green and red, and this color scheme is further emphasized through the use of 
Armstrong’s double-shell metallic caps, gold lacquered and lithographed in green with the 
samedesign. Toadd distinctive closure decoration to the facial freshener bottle, an Armstrong’s 
Artmold cap molded in a green is used * * * Bloomingdale swings in on the Coronation idea. 
One buys three pairs of stockings, and they are packed in a crown; only one pair, and it is placed 
in the box * * * The two small cigarette or trinket boxes, illustrate a method of whereby photo- 
graphs may be superimposed on the lid of the box to add to its sales value. Such method of ap- 
plication to boxes will permit many merchandising plans involving the use of photographs of 
the product which the box contains, photographs of the user of the product, or of the company 
manufacturing the item. The box was molded, by the Northern Industrial Chemical Company, 
of ivory Beetle * * * Dermalab, Inc., has introduced a new package for its Nac antiseptic skin 
cleanser. Astriking color effect is obtained by silver foil labels printed in red, Maryland blue glass 


jars, and silver and red decorated C-T full dome no Knurl caps by The Aridor Company. 
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. .’midst a score of invitations to buy, yours must be the most alluring. That's Article I 
of packaging. 

. we submit that Aluminum foil complies with the letter of the law. As a design medium it 
possesses incomparable sparkle. High lights and shadows, in an ever-changing tableau 
of welcome, enhance over-printed colors. Simple motifs of modern design truly sing against 
such a background. 

. then there’s Article II: the packaging medium must deliver the product, with all its natural 
goodness intact, to users who accept its invitation. Again, we submit, Aluminum foil measures 
up. It protects flavor, color, aroma, freshness by repelling their enemies, air and moisture, heat 
and light. Sheathed in Aluminum, quality is safe. 

. . . last, Article III: the full name is Alcoa Aluminum Foil, because its quality is assured and 


every type is available: plain, embossed, decorated, backed, unbacked. Aluminum Company 


of America, 2129 Gulf Building, Pittsburgh, Pennsylvania. 
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That All-America Gift Box 


It takes a lot of package to startle a gathering of pack- 
aging men. But the All-America Gift Box, presented 
to each of five-hundred-odd guests at the Annual All- 
America Package Competition Presentation Dinner, at 
the New Yorker Hotel, March 24, provided not one or 
two or half a dozen packages but nineteen nested items. 
They varied in type from lithographed cans to chromium 





trays, from molded plastics to foil cartons. And the 
products likewise varied—from a half pint of whiskey to 
a tier of fluffy powder puffs. 

To house the gift collection in a single package, and in 
a manner which would be in keeping with the occasion 
and purpose, required ingenuity and taste in box design 
and construction, involving, as it did, a problem of com- 
bining varying sizes and shapes artistically and in a con- 
venient manner. That this was ably done is attested to 
by the many recipients of these gift boxes, and reflects 
well deserved credit on Miss Louise A. Smith of the 
F. N. Burt Company, who designed the box. 

Nested in the box cover, each recipient found a pol- 
ished chromium bon-bon tray. Beneath three bronze- 
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paper covered lift-lids, appeared, respectively, whiskey, 
tea, ham-patties, beer, powder puffs, salt-and-pepper 
shakers, mints and a molded plastic jewel box. Buried 
beneath these were additional packages including a book, 
shaving cream, hand lotion, smoking tobacco, chewing 
gum, auto polish, a drug product, an automatic pencil 
and—of all things—Easter egg colors. 

An impressive job, think we of Mopern PackaGINc, 
and well in keeping with the doctrines of appropriate 
and significant design. 


For Historical Accuracy 


Tue Eprror 
Sir: 

I'll make a bet with you—a long shot—one thousand 
dollars to a plugged nickel—that Admiral Carey Grayson 
never told the story on General A. P. Hill as it appeared 
in April issue of MopERN PacKAGING, page 42. 

Lieut. General Ambrose Powell Hill was killed on 
April 2, 1865 before Petersburg, Va., while endeavoring 
to rally the broken lines of his Corps. 

Both Admiral Grayson and General Hill were from 
Culpepper County, Va., and the Admiral certainly knows 
all the circumstances surrounding the death of General 
Hill. 

Also there were no Confederate Soldiers’ Homes in 
Virginia until the early eighties. 

Just to keep the records straight. 

Harry B. Green 
Baltimore, Md. 
April 26, 1937 


The foregoing relates to a story told by General Hugh 
S. Johnson at the 1936 All-America Presentation Dinner. 
In spite of the inaccuracies mentioned by Mr. Green— 
and how often it is in the re-telling of a story that the 
real facts are exaggerated or mis-stated—we still think 
that it illustrated the point which General Johnson 
wished to make and made a pretty good tale—especially 
the way he told it. But we are glad to have the records 
straight.—EpirTor. 


Packaged Candy Increases 


Sales by candy manufacturers of higher priced candies 
in 1936 were 11 per cent higher in poundage and 13 per 
cent higher in value than in 1935 according to the De- 
partment of Commerce, being based on reports of 308 
manufacturers, representing 70 per cent of the industry. 

The group sold 131,000,000 Ibs. of packaged confec- 
tionery, exclusive of five and ten cent items, at a manu- 
facturers’ invoice value of $32,175,000 in 1936, compared 
with sales of 118,275,000 Ibs., valued at $28,430,000, in 
the year 1935. 

The average value of a pound of plain-packaged goods 
increased from 19 to 19.4 cents, while the average value 
of a pound received by manufacturers for fancy packaged 
goods declined from 68.7 to 67.4 cents, according to the 
statement made by the Department. 



















































CONVEYORS IN PACKAGING 


























































. THE USE OF CONVEYORS in packaging operations 1s 

, extremely varied and there is probably no single item of 

equipment which is more widely used and which is so 

versatile with respect to its possibility of application. 

Sometimes, often in fact, a conveyor may be an impor- 

tant part of a fully mechanized packaging operation, and 

in other cases it may be used merely as a single item of 

mechanical equipment in an otherwise manual operation 

greatly increasing the efficiency of the work being per- 

) formed. But no matter how a conveyor is used it is al- 

ways important that it should be the proper type for the 

service to be rendered, for conveyors are not just con- 

veyors. That is, there are roller conveyors and belt 

conveyors; the spacing of the rollers is important in 

both types, as are the width and method of installa- 
tion and other factors. 

The same is true, where belt conveyors are concerned, 
of the kind of belt used. Some belts are designed so that 
they may readily be cleaned, others so that their surfaces 
have the requisite amount of friction to carry the load up 
an incline, and still others have surfaces such that if the 
goods they are carrying become jammed the belt will 
slip under them without upsetting the packages. So it is 
evident that belts are not just belts, because a conveyor 
system otherwise correct for a given service may be 
rendered useless if the proper kind of belt is not used. 

Consequently a concise outline of some of the impor- 
tant points which should be taken into account when 
considering the installation of conveyors in connection 
with packaging may well be of practical value. At this 
time it might be well to make two specific observations. 
One of these is that the first class manufacturers of equip- 
ment of this type maintain engineering departments 
which are well qualified by training and experience to 
study a given set of conditions and make recommenda- 
tions as to the most effective installation to meet the 
situation. Although such an installation may not be the 
lowest in first cost, it will, in all probability, save more 
money on account of being better adapted to the service 
required of it, and because it is right in design it will cost 
less to operate. 

The other point which is well to bear in mind is that 
unless the question of conveyors has been given careful 
study it is likely that important economies may not be 


Conveyors at Knox Gelatine Co. plant. Fig. 1. Roller gravity 

conveyor carrying filled cases of gelatine from three packaging ma- 

chines to sealing machine. Fig. 2. Spiral chute receives filled and 

sealed cases and carries them to floor below. Fig. 3. Bottom of 

spiral chute connecting with gravity conveyor which carries sealed 

cases to storage and shipping platform. Photos, courtesy of The 
Lamson Company 
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realized which are potentially possible by the judicious 
use of this type of labor-saving equipment. That is, a 
conveyor problem may exist without its being recog- 
nized, and it may be well worth while to look around 
the plant with a view to finding out whether the costs 
might not be reduced, or quality improved, or both, by 
solving an internal transportation problem by means of 
some kind of a conveyor. As stated by one of the fore- 
most manufacturers, ‘‘In order that any problem may be 
solved and before ingenuity and experience may go to 
work on it, the problem must be recognized and iso- 
lated. ... Quite frequently as much intelligence is needed 
to recognize and isolate a problem as to solve it.”’ 

In the following discussion we will, therefore, con- 
sider the most important items of conveyor equipment 
applicable to the usual packaging operations, and then 
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Live roller conveyor bringing empty bottles to storage. 
serving two aisles, taking empty bottles to production line. 
delivering to two diverging runs of gravity rollers into storage. 
Fig. 6. General view of wrapping and packing conveyors at Sperry Candy Co. plant. 
from packers and wrappers shown discharging onto belt leading to tying operations. 
Boxes come in on belt conveyors and are sent directly to packer at right. 
Inclined belt conveyor for handling filled cases at plant of Potomac Distilling Company. 
ried by belt grade retriever and delivered to gravity roller conveyor (Fig. 11) above capping and labeling unit at 
plant of The Taylor Company. 





illustrate them by reference to some actual installations. 
In the main there are three such types of conveyors used 
in package handling, namely, roller conveyors, belt con- 
veyors and chutes. There are, of course, variations in 
each type which adapt them to varying conditions. 

Two kinds of roller conveyors are used in packaging. 
These are the gravity roller and the live roller type. 
With the gravity type the conveyor is installed on an in- 
cline and the package passes down grade over rollers. 
With the latter the rollers are made to turn by means of a 
small power-driven belt or rubber covered chain on the 
under surface and the revolving rolls propel the package. 

In general, roller conveyors are less expensive than belt 
conveyors, both as to first cost and operation. That is, 
the gravity roller requires no power to drive it, the cost 
of the belt is eliminated and its general construction is 
more simple due to the fact that there is no motor, speed 
reducing mechanism, mechanical drive and the means for 
supporting the return of the endless belt. 


Factors of Conveyor Design 


The design of a roller conveyor depends upon several 
factors. Its width is determined by the dimensions of 
the packages it is to carry. So is the spacing of the roll- 
ers, which should be close enough together so that at 
least two rollers and preferably three are always under 
the smallest package which it is to carry. This immedi- 
ately suggests that very small packages could not be 


readily handled by rollers as they would tend to drop in 


between even very closely spaced units, and would 
wobble and perhaps be damaged, or spill their contents. 
The length of the rollers is determined by the width of 
the package and the material of which it is made. With 
wooden containers its length need not be more than the 
width of the box, or even less if there is no objection to 
the over-hang, but with light weight cartons the rollers 
should be about 1 in. or 2 in. longer than the maximum 
width as they have a tendency to slip off side-ways. 
Of course the places where gravity roller conveyors fit 
to best advantage is where there can be a gradual descent 
from one location or operation to another. But the limi- 
tation is where the package or material to be packaged 
at the end of the grade would be so low that the effort of 
the operator to pick it up is increased, or his production 
retarded. Of course in many cases, especially on long 
lines, it is not possible to get sufficient gradient between 
the beginning and end of a line to make gravity convey- 
ing possible without inserting a booster belt conveyor in 
line to raise the packages to a higher level so that they 
can flow on again by gravity. This is not always con- 


Bottom line: Gravity rol! conveyor 
Fig. 5. Live roller conveyor used as a grade retriever 
Figs. 4 and 5 at plant of Norwich Pharmaca! Com- 
Fig. 7. Filled boxes 
Fig. 8. Tying boxes of 24 
Sperry plant. Fig. 9. 
Fig. 10. Empty cases car- 


Photos, courtesy of The Lamson Company 
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venient and it is difficult to control the delivery for a 
specified rate of production. The lowest gradient prac- 
ticable under the most favorable conditions is !/, in. per 
foot for straight runs and !/2 in. on curves. 

The live roller conveyors fit in very well in cases where 
it is either not possible to secure enough grade to make 
them descend or where the line is level but the package 
light and needs little power to make it move. This ap- 
plies particularly to empty containers which are to be 
delivered to the packaging station. In fact the weight of 
the package and the nature of its surface has everything 
to do with the amount of the grade needed for the suc- 
cessful operation of the gravity conveyor. 

Another detail which must be taken into account with 
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respect to gravity conveying is that the bearings for those 
which are to be used for the handling of wet commodi- 
ties, as in dairies and ice cream plants have their bearings 
designed differently than those used in permanently dry 
locations. For wet conditions bronze or oilless bushings 
are used in place of balls. 

Gravity roller conveyors have another advantage in 
that they may have hinged sections at any point in the 
line where it is desirable to provide for opening a passage- 
way for the movement of material on the floor. Port- 
able sections of gravity conveyor are also available with 
the heights of the ends adjustable to conform with any 
given grade. These of course are very useful in stock 
rooms where it is desirable to pick up material on one 
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Conveying equipment at Frankfort Distillery, Baltimore. Fig. 12. General view, car 
loading and unloading platform. Fig. 13. Filled cases are deflected from horizontal 
belt to gravity conveyor. Fig. 14. Automatic deflection from one belt conveyor to 
another. Fig. 15. Automatic deflection from belt to chutes. Fig. 16. View of chutes 
from traverse belt of conveyor system. Fig. 17. Conveyor system suspended from 
ceiling. Fig. 18. Double decked 18-in. belt conveyor. Fig. 19. Declining belt 
conveyors discharging empty glass to tables for feeding to the beginning of the automatic 
packaging equipment. Fig. 20. Showing how empty glass is discharged to tables 
at the beginning of the packaging line. Fig. 21. General view of some of the automatic 
filling equipment and overhead empty case conveyors. Fig. 29. Inclined friction top 
belt conveyor carrying filled cases. Fig. 23. Automatic anti-jamming device. Figs. 24 
and 25. Other views of Fig. 23. Fig. 26. Double decked belt conveyor bringing 
filled cases from second floor. Fig. 27. Another view of Fig. 26, showing automatic 
anti-jammer. Fig. 28. Drive of double decked belt conveyor. Fig. 29. Close-up of 
gearhead motor drive. Photos courtesy of Alvey Conveyor Manufacturing Company 
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side and deliver it to the main conveyor line, or the re- 
verse, and for the loading of trucks and box cars. 

The belt conveyors used in packaging are arranged 
to travel on rollers and slider boards, made of hard- 
wood such as maple or polished steel, are used for light 
models. The sliding type is applicable also where it is 
necessary to provide for very smooth travel, as with 
bottles or other containers with small bases which 
might tend to tip over due to the slight undulating 
motion resulting from sagging of the belt between 
closely spaced rollers. Of course the friction which 
has to be overcome in driving such belts is more than 
with ball bearing rollers. Belt conveyors of course 
have the great advantage that they may be run up or 
down within certain limits or levels, and they may be 
supported from the ceiling where they are out of the way 
or at any elevation consistent with convenience. Some- 
times they are used simply as a means of transporting the 
materials from one operation to another, but very often 
work is done on the package itself by operators stationed 
on one or both sides of the conveyor as it travels along. 

The length of the rollers is determined by the width of 
the belt and the latter depends on the service which it is 
to perform. Of course the size of the package has a good 
deal to do with the width of belt required, but in many 
instances a wide belt is installed so that it may carry two 
separate lines of packages on which work is to be done 
by operators on each side. 

The spacing of the rollers is largely governed by the 
weight of whatever is being carried by the kind of belt 
and, to some extent, by the shape of the package base. 
Most of the package goods of the type here under con- 
sideration are not very heavy but it is usually necessary 
to have the rollers close enough together so that there 
will be no appreciable sag between them, and that, if 
work is being done on the packages as they travel along, 
they will be solid and firm. 

Of course the amount of power required to drive a belt 
conveyor depends on its length and width and the load 
which it carries. The speed (Continued on page 106) 
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Here’s where Polygraphic Displays are pre-tested for 
visibility, effectiveness, eye-appeal and color-rightness . . . 
under all types of lighting conditions. We invite you to visit 
the Polygraphic plant at 310 East 45th Street, New York. 


When you see a truly eye-stopping display, the chances are bette 
than even that it is a Polygraphic Creation. For Polygraphic has the 
man power, the machine power, the ingenuity and the experienc: 
required of a firm that occupies a dominant position in the display fiel 


That's how Polygraphic got there. By doing more than was expected 
By testing its own designs. By inventing new methods of display. 5} 
using the most modern and efficient equipment to produce bette 
displays at lower costs. By proving — a hundred times over — i! 
ability to create “stopping” ideas and convert them into “selling” displays 


For your next display .. . or for your year’s display planning . . . consul 
the expert designers of the— 
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MERCHANDISE PRESENTATION “PIPES-IN” 
THE FORCE OF ALL ADVERTISING 


by FRANK W. SPAETH* 





THE NATIONAL ADVERTISING CAMPAIGN that 
disregards the importance of point of sale promotion 
loses its most vital force. It is like the golfer who stops 
his swing shortly after the club strikes the ball. 

Obviously, the most vital time to impress the consumer 
is when she is on a shopping tour—the most vital spots 
to make this impression are in window and interior dis- 
plays in the retail store. It is also important to have 
salespeople completely armed with selling information. 
Obviously again, it is at that point where a sale is made 
or lost, or switched to some competitive brand. 

The national advertiser must think of his dealet’s 
windows, interiors and salespeople as promotional 
weapons in the same light as other forms of publicity are 
considered. These promotional weapons in the retail 
stores can be considered as one of the most indispensable 
media and must be used to insure a completely coordi- 
nated and effective advertising campaign. 

It is well known that a vital factor to a successful ad- 
rienct vertising Campaign is ‘‘timing.’’ Buying impressions or 






better 
as the 


y field incentives made on the buyer's mind before need arises 
are easily forgotten. And the last impression made at 

ected the time the buyer’s pocketbook is tucked under her arm, 

xy. By is tremendously effective; and anyone experienced in re- 

bette! tailing will claim that this last impression is quite gen- 

— it erally the most important. 

plays 


Above: Large colored photo transparency and oil painted 
onsu! wood cut-outs dramatize Hickok sport belts. Below: Painted 
cut-out figures, dramatic lighting and revolving drum with cut-out 
silhouettes depicting various activities dramatize Spun-lo under- 
things. Actual garments are mounted on revolving drum 


* Vice president, W. L. Stensgaard & Associates, Inc. 
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Such factors are being slowly though surely recog- 
nized by well-known publicity leaders in industrial and 
promotional fields. For example, E. P. H. James, promo- 
tional manager, National Broadcasting Company, re- 
cently advised a group at the New York Advertising 
Club: 

‘Perhaps the most important of all the phases of 
broadcast merchandising, in our eyes, is merchandising 
at the point of sale. Most of the basic methods shown 
may be expected to bring the prospect to the store in a 
buying meod, but the merchandising job is not com- 
pletely successful until the consumer asks the dealer for 
the product. It is here that various forms of advertising 
in the way of store displays can tie up most effectively 
with radio. 

“Broadcast advertising brings word of mouth adver- 
tising to millions of homes instead of to a few homes 
that a single salesman could call on. It leaves an im- 
pression in the mind of the prospect, it associates the 
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name of the product with the pleasure of the entertain- 
ment, and it may send people into a store to try the 
product. But for the most part the consumer goes down- 
town several hours or days after hearing about the prod- 
uct in the radio program, and it requires some reminders, 
as he or she enters the store, to focus the full effect of the 
radio goodwill created for the product at just the mo- 
ment when the sale should be made. 

What importance do retailers place on display? 

Since 1930, principal retail executives concerned them- 
selves with the need for improved selling technique. 
Since then we have seen a gradual refinement in selling 
methods. Obviously, the depression had much to do 
with this new appraisal of retail selling. It placed a 
great burden on the ‘‘sellers’’ in the business. Sales were 
declining, expenses increasing, profits wiped out—all of 
which placed severe pressure on the ‘‘sellers’’ to measure 
the performance of each selling effort in terms of direct 
sales response. Expenditures in non-productive media 
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Shown at left and above are five especially fine examples of 
effective counter displays demonstrating selling features of 
Sherwin-Williams products. In each instance where the 
“Before and After’ example is shown, the actual materials 
illustrated are used; for example, on the display for Floor 
Enamel, an old piece of linoleum and old floor boards were 
used and partially covered with Sherwin-Williams floor enamel. 
On the display featuring Semi-Lustre, pencils, bottle of ink, 
bottle of mercuro-chrome, and a sponge were supplied with the 
display so that an actual demonstration of washability could be 
made to any prospective customer. Designed and produced by 
W. L. Stensgaard & Associates, Inc., these displays are of wood 
and masonite construction finished in a durable lacquer with 
artwork and copy processed in oil color. The color charts shown 
are supplied with the displays and attached by means of a slot 







were weeded out. The restricted advertising dollar was 
spent only in the most productive media. 

In the department store field we learned that the dis- 
play appropriation deserved a larger portion of the pub- 
licity dollar. The portion of the total publicity appro- 
priation allocated to display from 1929 to 1935 éncreased 
from 8.4 per cent to 10.6 per cent based on the study 
in typical department stores. 

We have found that business brought in by display 
costs less than that brought in by any other form of pub- 
licitv. Obviously, then, it is not strange that retail 
executives throughout the country are rapidly becoming 
more display-minded; store owners themselves have 
grown to appreciate the importance of this selling 
weapon and the opportunity it offers. 

David E. Moeser, president of National Retail Dry 
Goods Association and general manager and treasurer of 
Conrad & Company, Boston, speaks for the merchant 
world in the following paragraphs: 

‘One of the most obvious indications of business re- 

covery is the renaissance of the dynamic displays. In 

no other field of promotion is the rebirth of confidence 
and determination any mote evident. 

‘If anyone doubts this statement, let him walk on any 

of the principal retail thoroughfares and observe how 

his attention is forced to displays and the extent to 
which he is literally compelled to give heed to their 
message. It seems as though a veil has been lifted, and 
so, indeed it has—a veil of inhibitions and restrictions. 





“As merchants we should be asking ourselves if this 
veil has lifted for us in our own store and we should 
judge our displays by the new 1937 standard of oppor- 
tunity and lead rather than follow in adapting our dis- 
play technique to improving conditions.” 

Some of the reasons why display has outgrown the 
“short pants’ stage are found in new facts and statistics 
of its power to produce immediate results. 

1. It has been estimated that 87 per cent of all pur- 
chases result from an appeal to ‘‘sight.”’ 

2. It is estimated that of every one thousand in- 
habitants, 128 pass daily each well-located window. 

3. Animated window displays attract over seven 
times more people than still displays. 

4. Stores charge from 15 per cent to 35 per cent of 
total store rent to windows. In many stores 50 per cent 
of the main floor rent is charged to windows. 

5. The rental value of certain windows exceeds 
$25.00 per day—chargeable to the departments using 
them. 

6. Ordinary displays stop only 8 per cent of the circu- 
lation whereas dramatized displays stop 20 per cent, or 
150 per cent more. 

7. More facts about store operating results make it 
possible to plan maximum-dollar-producing window 
displays: 

(a) One-third of the departments contribute about 
two-thirds of total store volume. 

(b) These same departments contribute over 70 per 
cent of the profits. 

(c) Daily sales reports and accumulative sales figures 
indicate trend of consumer purchasing; for ex- 
ample, the departments staging recovery, such 
as furs, furniture, rugs—certain luxury items and 
others now being purchased because of obsoles- 
cence. 

8. We know what items in what months produce 

large volumes, showing seasonal fluctuation of demand. 

Manufacturers today are awakening to the great im- 
portance of display as a vital part of their national ad- 
vertising Campaigns. 


An itinerant display for Kirsch Company provides interesting 
setting for effective presentation of drapery hardware and 
drapery materials 
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Dramatically lighted, revolving molded figure draws attention to 

presentation of Jantzen swimming suits. Carved waterfall with 

iridescent finish is illuminated with flashing colored lights creating 
effect of flowing water 


Duane Wanamaker, W. J. Rankin Co., writing in the 
March issue of Advertising Agency, points out this simple 
fact, ‘*. . . since the retailers are out on the firing line and 
the last advertising contact with the customer is made in 
the dealer's store, surely every dealer deserves at least a 
display card to give that final message to the prospective 
buyer.’ He stated further that it is a fallacy to start 
with the thought of how the consumer may be reached 
without giving consideration to the dealer angle. 

Quoting again from Mr. Wanamaker, “*. . . by the 
time the practical yet unglamorous subject of window 
displays and other similar point of sale suggestions are 
brought up the money is either totally gone or else there 
is only enough left to consider a few inexpensive stunts.”’ 

Of course displays are not ‘‘unglamorous.’’ We refer 
you to the window displays of leading retail stores 
throughout the country. We want you to observe the 
crowds of shoppers who are viewing these window dis- 
plays each day with only one thought in mind: to find 
an item displayed which they can buy and use, which 
will fill a want or need. 

Several months ago, the American Newspaper Pub- 
lishers Association issued a report showing a breakdown 
of the national advertising dollar as follows: 

1. 45.6 cents out of a dollar spent in newspapers; 

2. 32.5 cents out of a dollar spent in magazines; 

3. 13.4 cents out of a dollar spent in radio; 

4. 7.9 cents out of a dollar spent in outdoor adver- 

tising; 

5. 0.6 cents out of a dollar spent in car-card advertis- 

ing. 

In this table we fail to see recognition given to the por- 
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tion of the advertising dollar spent on display materials, 
although it is the third ranking medium used by 285 of 
the country’s largest national advertisers covering 26 
major industries. 

Over the years we have learned that testimonial ad- 
vertising is a sure-shot way of presenting the merits of a 
product. There is one type of testimonial advertising 
given too little consideration by the manufacturer. A 
leading merchant feels that he has developed more good- 
will in his city than any single nationally-known manu- 
facturer. Some manufacturers cannot understand this. 
Select any good store in any city. Thousands of people 
come into the store time and time again because they are 
sold on its policies and because it has become a real insti- 
tution in their minds. However, if the manufacturer's 
product is not on display or sold by that store, there are 
competitive products which seem to please a great num- 
ber of the store’s good customers. Any merchant giving 
prominent space in his windows or a prominent place in 
one of his departments to the manufacturer’s product is 
not only placing on it his stamp of approval but is also 
influencing many customers of its desirability. This is 
testimonial advertising par excellence—and, above all, 
the progressive manufacturer is rapidly recognizing it as 
such and making use of it. 

On frequent occasions, we have stressed the importance 
of coordinating all forms of publicity to obtain the 
widest and strongest impression of the desirability of an 
item. To achieve this end, the retail store primarily 
uses three promotional means: one, newspaper advertis- 
ing; two, window display; three, interior display. 

Interior displays not only supplement other promo- 
tional efforts but serve also as extra sales help. By this 
we mean that the salient selling facts regarding the items 
are brought forcibly to the attention of the customer and 
consequently tend to get her half-sold before the sales- 
person approaches her. 

The department store will push most anything that 
moves fast and yields a fair return. The merchandising 
executive will endeavor to push best sellers at all times. 
If the customer wants to buy a (Continued on page 95) 


Revolving turntables and colorful illustrations bring high attention 
value to presentation of Interwoven socks 
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Corrugated craftsmanship reaches a new high in this 








patented counter display designed by H & D! Six indi- 





vidual corrugated boxes, each equipped with hinged lid 


and transparent window, are packed in a modern, colorful 


corrugated tray which the dealer displays on his counter. 


THE HINDE & DAUCH PAPER CO., 323 Decatur St., Sandusky, Ohio 


ned by HINDESDAUCH 











STIMULATING PROSPECTS TO ACT 


Informing consumers of product advantages is important but 
equally so is utilizing the proper stimuli to induce buying action 


WHILE ADVERTISING TECHNIQUE has been ma- 
terially improved, during the past few years, the rule 
that results count is still a safe judge of the efficacy and 
profitableness of any advertising effort. In campaigns 
which are exclusively designed to build prestige there 
may be some justification for not striving to get the 
reader to take some action, but even there the advertiser 
will usually find it pays to qualify his readers by induc- 
ing some form of response or action. In all selling cam- 
paigns the ultimate action striven for is the purchase of 
the product, although modern sales executives now 
recognize the necessity and desirability of bringing this 
action through the steps of information, persuasion, 
demonstration and conviction. 

In determining which preliminary action it is desirable 
to have the prospect take, there is naturally a choice de- 
pending upon the nature of the product, whether it is a 
standard, accepted product or a new one, whether or not 
it calls for a large or small investment, and finally 
whether or not it requires a change in habits of the con- 
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sumer. Thus three possible types of action which may 
be requested are: 


1. Ask the prospect to see the product in use 

Ask for additional information and proof 

Ask the prospect to give information on which to 
base a definite recommendation 


| ie 


Ww 


Having decided upon the type of action to request of 
those you want to sell, it is essential that consideration 
be given to ways and means of inducing them to natur- 
ally, willingly and quickly take it. For it is very easy to 
decide that every dealer should take on a particular 
assortment, but a very different proposition to so arrange 
the selling plan and message that a profitable proportion 
of these dealers will be readily persuaded to buy it. As 
every sales manager knows there are plenty of salesmen 
who can get in to see prospects, can tell them interest- 
ingly about the product they have to sell but who fail 
when it comes to getting the signature on the dotted line. 
Just as the human salesman (Continued on page 90) 
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AN ENDURING MEMORY of our early years is the 
highly efficient antiseptic which Mother kept in the 
kitchen closet close at hand. As surely as we fell, 
taking the skin off of our knees, or carelessly cut or 
bruised a finger, the inevitable aftermath was a liberal 
dousing of iodine. As a soother to the ensuing sting, 
which we avowed hurt worse than the cut or scratch, 
Mother's assurance that it would prevent infection and 
soreness meant little to our play-loving minds. 

In the perhaps more enlightened age, in which our 
children are being raised, they have been saved some of 
these smarting pains. Yet, in their eagerness to avoid 
the stinging, burning sensation of efficient iodine, many a 
parent has been easy prey for a class of painless germi- 
cides whose only claim to efficacy lay in their color 
resemblance to some recognized antiseptic. Thus it 
was that there was a ready market waiting when meta- 
phen was made available to the general public as a 
comparatively painless though highly efficient anti- 
septic for household and other use. 

Recognizing the skepticism which many consumers 
might show to another antiseptic the Abbott Labora- 
tories made sure that their First Aid Metaphen would 
live up to any reasonable claims made for it. The fact 
that this product bore the Abbott name was an ex- 
cellent guarantee of value and quality, but in addition it 
was necessary to get the product out before all classes of 
consumers in an effective manner. For personal use 
Abbott's First Aid Metaphen was packaged in quarter- 
ounce bottles, to be sold at a low unit price. This 
meant that in developing an effective counter display it 
must: (1) offer adequate protection in shipment to 
avoid possibility of breakage; (2) contain a relatively 
small number of bottles, preferably a single dozen, in 
order to secure wide distribution; (3) be so constructed 
that it could be shipped with the bottles placed in proper 
display position and set up quickly and without bother 
by the retail druggist; (4) occupy a minimum of front 
counter space; (5) be sufficiently attractive to encourage 
casual customers to give the product a trial; and (6) 
provide the utmost economies in display costs, com- 
mensurate with the selling price (Continued on page 127) 
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ONE of the most novel and effective types of indoor 
store and window display signs has been the so-called 
‘bubble pipe’’ type of sign which made its appearance 
during the last year. These consisted of an open-topped 
metal light-box, sometimes equipped with a translucent 
glass front panel bearing a sales message, and topped by a 
series of letters which form a product name, each letter 
being made of glass tubing and somewhat resembling 
neon-sign letters in appearance. 

These signs depended for their effectiveness upon the 
proper utilization of a simple physical principle. Using 
a liquid with a low boiling or vapor point and further 
lowering this point by sealing the tubes under vacuum, the 
designers of these signs were able to obtain a constant 
rising-bubble effect running through each letter, the heat 
being supplied by the electric bulbs lighting the unit. 
The bubbles would rise from a retort type extension of 
the tube below the line of vision and mount, through 
the letter, to become reabsorbed at the cooler top end. 
The use of tinted liquids or colored lights adds to the 
effectiveness of these signs and increases the eye-attract- 
ing power of the constant bubble motion. 
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SALES INCREASED THROUGH BUBBLING DISPLAY 


Gordon's Gin 


4 i LIQUEUR QUALITY 


{ 


\\ HIGH PROOF 





7 . : 
Drinks never taste thin 


with Gordon's Gin 





First among users of “‘bubble pipes’ to form motion 
displays rather than mere signs are Somerset Importers, 
Inc., who sponsored this Gordon Gin unit. Left: 
How the ‘‘bubble pipe’’ works. Filled with a low 
boiling point chemical and closed under vacuum, the 
bubble pipe retort “boils” from the heat of a nearby 
electric bulb. The bubbles rise through the pipe to 
be re-absorbed and condensed at the cooler top end. 
So sensitive is the pipe that the heat of the finger or the 
breath is sufficient to maintain the action. Produced by 
Display Rite in cooperation with L. H. Hartman Co. 


Yet, as long as the device was used solely to form 
letters for one or two word signs, its effectiveness was 
necessarily limited. In fact, with the decreasing novelty 
effect and the increasing public familiarity with “‘bub- 
bling’’ signs, the interest displayed in such devices would 
no doubt fall off. 

Now, however, a new line of development is making 
itself felt in the invention of other applications of the 
‘bubbling’ principal and device to merchandise dis- 
plays rather than mere signs. While a number of these 
are now being used or in process of manufacture, one in 
particular has achieved sufficient in-the-store use to pro- 
vide some clear picture of effectiveness. 

The Gordon Gin unit, here illustrated, was conceived 
by the L. H. Hartman Company, advertising agents for 
Somerset Importers, United States agents for Gordon 
Gins. As conceived, the display was to embody a motion 
demonstration of the gin-distilling process to carry out, 
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That’s one reason so many of 
the types which have proved 
most successful in actual 
use are GAIR creations 





The really successful floor display stand—the kind that the dealer is 
willing to give floor space to—the kind that really sells merchandise— 
DOESN'T JUST HAPPEN. It is built of a number of things: 
1. Simplicity in construction so that the retailer doesn't have to have a blue 
print and a transit to set it up. 
2. An attractive artistic design and superfine printing to draw consumer 
attention. 
3. A type or style design which actually fits your merchandising re- 
quirements. 
4. Economy in first cost so as not to strain the sales budget. 


Gair scores on each count. Patented construction features make it ex- 
ceedingly simple to put these stands together. This is the point on 
which so many stands fall down. Dealers won't take the time or the 
trouble even if they had the skill to put them together—and the best 
looking stand in the world won't do much of a job for you if you can't ~ 
get the retailer to use it—or if you have to provide an expensive ser- 
vice organization to get the thing working. You don’t have to send out 
for a master mechanic to get a Gair stand together. : 








155 East 44th Street, New York 


SPECIALIZES IN 
FLOOR DISPLAYS 





ROBERT GAIR COMPANY, Inc. 
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SIMPLY SEND 25¢ 
AND 15 TOPS 
FROM DIF BOXES 


DIF CORP. 
GARWOOD NJ. 





Gair quality printing in any number of colors is especially valuable 
in the production of floor displays. Having cleared the first hurdle of 
getting the retailer to set up the stand and give the floor space in his 
store the next job that the stand has to do for you is to attract the atten- 
tion of the customer and tempt her hand toward your merchandise. 
Gair design does that. 


We think it is an essential part of our job also to fit the stand to 
your merchandising plan—and our many types, many styles, many 
combinations of board are available to meet special. requirements. 
Gair engineers consider all of these factors before making their 
recommendations, 


Std ieeek tapectani of cll, Goir standa te economical. The same 
patented construction features which make for simplicity also pro- 
duce substantial savings in first cost. Here is the biggest dollar for dol- 
lar value in point of sale merchandising. We'll be glad to tell you a lot 
more about these unusual floor displays and discuss your particular 
requirements. Wire, phone, or write, Use coupon below. 
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visually, the implications of the slogan, ‘‘Drinks Never 
Taste Thin with Gordon's Gin.’’ The Display-Rite 
Division of the Diamond Press was called in to work out 
details of design and construction and Biolite, Inc., called 
upon to plan the necessary bubble-pipe applications. 

The actual display consisted of a silver foil back- 
ground, mounted on Masonite and silk screened in two 
shades of blue and cream. In front of this a blue board 
frame houses the three-bulb electrical installation and 
serves as a background for the black and silver “‘spirit 
vat’ and “‘still’’ as well as for the actual bottle of Gor- 
don’s Gin which appears at the right side of the display. 
This stands on a platform and is lit up through a window 
in the blue background by one of the three bulbs. It is 
surmounted by a tubular metallic-foil covered simulation 
of a pipe into which one of the “‘bubble’’ tubes leads. 

The two Biolite tubes are mounted in such a way as to 
carry the bubbling action from the spirit vat to the still 
and then to the finished product as illustrated, in its 
actual presence in the sales package. These are mounted 
on spring clips behind each foil vat and so arranged that 
the bulbous portion of each tube is near enough to two 
electric bulbs, housed in the rear section of the display, 
to heat to the operating point. All three bulbs operate 
from a single outlet. 

Armed with these displays, Somerset salesmen began 
to install and service them among a carefully selected list 
of dealers. No charge was made for the displays and no 
deals of any kind were involved in the installation. 
Displays were enthusiastically welcomed by dealers. 
Check-up showed first, preferred position given to the 
units in almost every instance; second, practically 100 
per cent of all displays installed were kept lighted during 
working hours, and, third, over 80 per cent of all dis- 
plays were kept lighted after hours. This last, ob- 
viously, is a particularly strong indication of the ability 
of the display units to arouse dealer interest. 

After a specified period, each display was moved to 
another location. A constant stream of requests for the 
displays, coming both from new dealers and from those 
who wished a second-run or repeat installation, created 
a difficult but welcome problem requiring great tact on 
the part of salesmen to keep all dealers satisfied with the 
treatment they were receiving. 

A definite increase of sales is ascribed to the display 
by Somerset Importers, although no definite figures are 
available at the time of publication. A check-up against 
localities not using the display units showed a definite 
increase in favor of the display. A survey made by the 
New York Journal, showing a tremendous increase in 
Gordon Gin sales, to second place for all gins, is indica- 
tive of the units’ effectiveness, though, of course, numer- 
ous other factors entered into the picture. 


STIMULATING PROSPECTS TO ACT 

(Continued from page 86) who is a poor closer is more 
or less a failure, so also is the advertisement, counter dis- 
play or other sales promotional! piece, which fails to in- 
duce the consumer to take some positive action. Many 
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and devious have been the methods employed to induce 
both retailers and consumers to take an action which 
would be profitable to the manufacturer. Usually it 
isn't sufficient to simply ask that the action be taken, the 
surer way being to offer some prod or inducement todo so. 

Of these various stimuli the following have all been 
successfully used: 


1. Buy now because prices will advance soon 

2. 15 per cent saving today, because a new model will 
be out next week 

3. No deposit down, first payment 30 days off and 
balance in easy monthly payments thereafter 

4. Special $1.50 allowance for your old percolator, 
regardless of its condition, on a purchase made 
this week 

5. There are only 161 sets of these books offered at 
this price 
The supply is limited to one to a customer 

. This generous trial offer is good only for 10 days 

8. Every day you wait costs you $7.50 

g. Win the appreciation of your family by acting 
today 

10. Your indecision will mean that others will get 
ahead of you. 


With a good product that definitely fulfills some 
human need, with point-of-sale distribution and promo- 
tion established, the all-important problem then resolves — 
itself down into one of bringing the prospect and the 
product together, of getting the product into the hands 
of the consumer and letting it speak for itself. Thus the 
practice is frequently pursued of generally distributing 
free samples, or in some way making available a trial or 
test of the product which will bring conviction and make 
purchase easy and quick. As a single example of this 
strategy one large manufacturer of toilet articles who 
enjoys widespread sale of his shaving cream, made a 
combination introductory offer of a tube of the cream 
with a bottle of after-shaving lotion for considerably 
less than would be paid if the two items were purchased 
at their listed prices. 

There is such an undeniable appeal to the ‘something 
for nothing”’ message that it seldom fails to interest large 
numbers of consumers. Visit a suburban movie theatre 
on a night when the audience is invited to play ‘’Bingo,”’ 
for prizes of a total of fifteen or twenty dollars, and you 
will witness at first hand the potential power of a some- 
thing for nothing appeal. Or watch the consumer at a 
trade exposition and their eagerness to get the ‘'free 
samples’’ of materials being distributed, whether or not 
they can possibly utilize the samples after they get them. 
It is to be expected that youngsters will pick up the 
samples of chewing gum, corn flakes and other products 
which are sampled from house to house, but this desire 
to get something for nothing is by no means confined to 
the younger generation. While there are abuses inevi- 
table in the practice of sampling it is conceded that, as in 
the open display of merchandise where a certain per- 
centage is lost through pilferage, the benefits outweigh 


the disadvantages. (Continued on page 94) 
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Tuis sparkling new printed transparent 
wrap is supplied as a pre-fabricated 
tube ready for the quick and easy in- 
sertion of the CHOCLETS ... a happy 
and practical solution for packaging a 
multiple of units in an attractive trans- 
parent wrapping. 


Forses is prepared to help you develop 
a suitable package for your product— 
and can furnish printed transparent 
cellulose in rolls for automatic machine 
wrapping, in sheets for hand wrapping 
or as pre-fabricated tubes. 
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Figures enter the right hand side of the store empty-handed 
and emerge on the left with packages of Reid’s ice cream in 
the animated display conceived and manufactured by Kay 
Displays, Inc. 


Strikingly original treatment of the head in the Gem razor 
blade display makes this an ‘eye stopper.’’ Lithographed 
in eight colors by the Polygraphic Company of America 


By means of set-screws which, when tightened, grip the 
bottles securely, the molded display used by Ben Burk, 


Inc., becomes pilfer-proof. It is molded of Bakelite by 
Northern Industrial Chemical Co. 





A decorative border frames the poem ‘‘Mother’’ used on 

the display card for Samoset chocolates. The card was 

designed and lithographed by The Forbes Lithograph 
Company 
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Devon Bakeries, Inc. presents its complete line of canape 

specialities attractively packaged and arranged on an 

enameled metal display rack made by Manhattan Wire 
Company 


Lithographed in full color and gold by the Strobridge 

Lithographing Company, the reproduction of an oil 

painting of two setter dogs makes an effective display for 
Atlantic ale and beer 


A new type of counter self-service basket which carries a 

reminder tie-up for related items is that used by the John 

F. Jelke Company for its Good Luck salad dressing. Pro- 
duced and patented by Niagara Lithograph Company 


Easy to set up makes sales easy. Kirkman & Sons are using 

new counter displays for their soap products to tie up with 

their new advertising campaign ‘Easy Street.’ The dis- 

plays are lithographed in full color by the Brett Litho- 
graphing Company 


CALOX 


THE Oxygen TOOTH POWDER. 
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Busy gnomes as they appear on the jumble basket counter 

display add interest appeal and help make sales for Tender 

Leaf tea. The display was lithographed and produced 
by the Brett Lithographing Company 


A revolving disc which carries the pictures of four popular 
film favorites is attached on the rear of the Calox display 
so that when the customer pulls down a lever on the outer 
edge of the disc, the pictures come automatically into 
view, one at a time, in an opening die-cut in the shape 
of a star. Lithographed by the Polygraphic Company of 
America, Inc. in collaboration with Brown & Tarcher 
Advertising Agency 


A self-selling idea is the inspiration of the Remington Cut- 

lery merchandise assortment card. The point of each of 

the knives, attached fan-wise to the card, points to an illus- 

tration of its particular use. Card created and litho- 
graphed by Einson-Freeman Co. Inc. 
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Behind the EFFECTIVE 
SALES DISPLAY 





Provides 
EFFICIENT 
PRODUCTION 


The simplicity and speed of 
“Bostitching’’ gives you 4 
double profit—less expen- 
sive production of display 
material with greater sell- 


ing power. 





'Bostitching’’ display material 
for Imperial Pocket Knives by 
Peerless Box Co. 


Whether your merchandise is a small item requiring an 
individual display card or a number of items to be 
grouped on a larger card; or an item that needs to be 
fastened into or onto its container; or even 4 container 
that itself presents an unusual fastening problem— 
‘’Bostitching’’ is a method of interest and importance 
to your business. 


Send a brief outline of your fastening problem and Bostitch will 
gladly give you competent suggestions as to methods and costs. 








BOSTITCH 


56 E. Division Street 
EAST GREENWICH RHODE ISLAND 
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STIMULATING PROSPECTS TO ACT 
(Continued from page 90) 


A slightly different action-producing promotion has 
recently been undertaken by the makers of Iodent tooth- 
paste. While the plan is being worked out in certain 
test territories it is the thought of the Iodent executives 
to extend it as results warrant. The occasion for this 
promotion is the celebration of the eighteenth anniver- 
sary of the business, which has now become a nationally 
known organization, through its No. 1 and No. 2 tooth- 
pastes, which are, respectively, recommended for use on 
teeth which are ‘‘easy to bryten’’ and those which are 
‘hard to bryten.’’ The entire deal is wrapped up in a 
single package and consists of thirteen tubes of tooth- 
paste, thirteen 13!/, X 17!/4 in. lithographed prints done 
in full color, a counter display stand, window poster and 
price card. One of these full-color fine art prints is given 
away with each tube of Iodent toothpaste purchased. 

In character the art prints represent authentic repro- 
ductions of famous paintings which have been selected by 
well qualified artists. Purely as a matter of establishing 
their value the Iodent executives employed a competent 
unbiased outside concern to price these pictures in a 
number of art stores, in representative large cities, and 
they reported that prints of the same size and artistic 
value were selling at an average price of a little over two 
dollars each. Thus they have a premium which is one 
of the greatest values that has ever been given away free 
with a drug item. The subjects are sufficiently varied 
and well-known as to have wide appeal, including: 
‘‘Faith’’ by Eugene Iverd, ‘‘Psyche’’ by W. Sergeant 
Kendall, ‘‘Under Full Sail’’ by Daniel Sherrin, ‘‘Winter’s 
Glory”’ by George Ames Aldrich, ‘“The Trout Stream”’ 
by Frank DeHaven and ‘Water Nymphs”’ by John Brad- 
shaw Crandall. 

In order to encourage building an open display the 
dealer secures a counter display, as illustrated, which 
serves as a holder for the art prints. In its design it is 
rankly commercial, as contrasted with the exquisite ten- 
color art prints it contains, and it is to be regretted that 
some method was not discovered which would permit of 
better display of the lovely pictures. Its color scheme of 
red, blue and buff unquestionably commands attention 
and gets over its sales message, but it occurs to us that 
this could have been accomplished more simply and 
effectively with a little more thought and effort. For the 
dealer's window he receives one of the window posters 
which reproduces in black and white two of the art 
prints, as well as the possibility of using one of the actual 
prints to show it in all its color and subject appeal. 

All of this material is packed in a corrugated shipper, 
properly printed to identify its contents, and there is 
little required of the retail druggist other than to as- 
semble it and place it on his counter or in his show win- 
dow to make an action-producer that thus far has won 
pronounced success. Many Iodent dealers report that it 
has stepped up their sales from ten to twenty times their 
average sales. 














MERCHANDISE PRESENTATION “PIPES-IN” 


(Continued from page 84) certain item in large quantities, 
then that item is prominently displayed—pushed for- 
ward—and the salespeople are asked to get behind it. 

However, there are few items that stand out far above 
competitive items. The smart manufacturer will prevail 
upon the retailer to feature his item—and he will get 
such cooperation provided he believes he still has some 
responsibility of ownership in the goods he sold the re- 
tailer, retaining that responsibility until the goods pass 
on to the consumer. 

One of the most forceful and economical ways to ex- 
press this sense of responsibility is through the use of 
itinerant displays. These displays travel from store to 


store throughout the country during the peak selling 
season of the product dramatized. The manufacturer TRIUMPHAL RETURN ENGAGEMENT 
OF THE FIVE LITTLE PEPPERS STAGED 


BY CRAFTS, INC. 





pays a certain predetermined rate per showing and the 
retailer pays a small transportation charge. 


The advantages accruing to both the retailer and on een ieee the Pepper books when you were very young. But 
manufacturer are obvious. First of all, window display Yet youngsters, by the thousand are re-discovering the Pepper books, since this 
Crafts display was adapted. For, at minimum expense and with maximum attrac- 
provides a means of cooperative advertising, which, para sceaiy  dg as a “‘stopper,"’ an inviting demonstrator, a self-selling 
based on cost of each dollar and direct returns, is the most pro- For your product . . . be it books or beeswax, baked goods or brilliantine .. . 
; : ? “i Crafts can create an equally effective point-of-sale display . . . permanently useful, 
ductive selling medium used by the retailer. When that using any material—wood, metal, glass, etc. We invite your inquiry, pledge you 
our fullest cooperation. Write today— 





large circulation of people in a buying mood. ‘‘Eye ap- 
peal’’ is known as the greatest selling factor in practic- 
ally all merchandise. Display is not limited to the use of 
mere words, nor to the inadequacies of printed reproduc- 
tion or the two-dimensional flatness of the printed page. 
The merchandise is presented in a setting which glorifies 
it. True colors are shown. The desirable characteristics 
of the merchandise displayed is presented dramatically [ ) Vj ; N 5 

and each point is clearly imprinted on the minds of po- — for 
tential buyers. 

The amount of direct returns based on the small trans- : . : 
portation charges to the store make it possible to obtain d ISp | ay -min dl ed e@xecil t ives... 
business at a cost of a fraction per cent. Many stores use 
an average of four to ten displays each month. To the 
manufacturer this means only a few cents per thousand | \_ 

( 





display carries a dramatic message to the buying public, 
its productivity increases. 
The most vital point is that window displays reach a 
=——_ INC. ——— > 














204 Chestnut St., Providence, R. I. 














circulation at the point of sale. Evidence of outstanding 
success from itinerant promotions received from stores 
from coast to coast proves that both manufacturer and 
retailer share mutually in this form of service. 





, 
> 
You've heard of—and probably used—motion dis- 
plays. Lighted displays are an old, old story. 
But something new has happened in the display 
field . . . introducing a completely new element 
HOW TO USE motion, light and sound in displays is into selling-by-display . . . the sound element! 
graphically told in a new manual entitled ‘‘Animated Maybe it will change the whole display picture. 


Display Advertising.’’ Dividing all animated displays | ee bi iamnine dopannary ag 





into the four classifications: Attention-Getters; Hu- | , aracs 

P 4 next month, Modern Display will bring you the 
man-Appeal Types; Dramatized Sales-Message Types; complete story . . . analyzing it from every angle 
and Demonstrator Types; this interesting booklet | . . . aS just a small part of its June contents. Don’t 


miss the June issue of Modern Display . . . an 


fully illustrates and describes them and their use. 
integral part of the June... 


Advertisers, advertising agencies and display manu- 
facturers will find this an excellent source of authentic 

data on operating mechanisms which are guaranteed to MODERN PACKAGING 
work. Copies may be secured by writing to Stanley & 
Patterson, Inc., 150 Varick St., New York, N. Y. rN - 
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FOR YOUR 


INFORMATION FILE 





Unless otherwise indicated, copies of catalogs, 
booklets, etc., mentioned in this department 
may be obtained without charge by writing to 
the sponsoring company at the address given. 


SIMPLIFIED PRACTICE RECOMMENDATION R44- 
36, dealing with established gauge lists or thicknesses of 
the various kinds of paperboard, used in the manufacture 
of paper boxes, established by the National Bureau of 
Standards, is available in printed form for five cents each 
from the Superintendent of Documents, Government 
Printing Office, Washington, D. C. 


“BETTER SEALS FOR BETTER SALES" is the title of 
an impressive and informative catalog, just issued by the 
Closure Division, Armstrong Cork Products Company, 
Lancaster, Pa. Complete information covering molded 
plastic caps, metal caps, corks, embossed-top corks, 
molded-top corks, applicator caps, cellulose caps and 
bands for overseals, and liners of all types, applied as 
closures for glass-packaged merchandise, is completely 
detailed and illustrated. 


A TWENTY POINT YARDSTICK for measuring the 
selling power of a new or redesigned package prior to 
placing it in general distribution forms the introduction 
to an informative booklet—*‘A Guide to Modern Pack- 
aging with Bakelite Materials.’’ Careful consideration is 
given to size, shape, color, typography and other sales 
factors that relate to package design. Part Two, of the 
booklet, is given over to a discussion of the profit pro- 
ducing potentialities of Bakelite materials, which fully 
answers the many questions package designers and prod- 
uct manufacturers often ask about this important packag- 
ing material. A special supplement deals with molded 
closures used in wine and liquor packaging. Copies of 
this valuable contribution to package designing litera- 
ture may be secured from Bakelite Corporation, 247 
Park Ave., New York. 


“ONE OF THE MOST WIDELY USED But Least 
Known Products’’—This is the way Meyercord Com- 
pany, Chicago, manufacturer of decalcomanias for busi- 
ness and industrial fields since 1894, approaches the sub- 
ject of its current brochure, a handsome and elaborate 
volume of 104 pages, beautifully illustrating and de- 
scribing the story of decalcomania. The brochure shows 
specimens and product-in-use photographs of an aston- 
ishingly wide variety of decalcomania products; it also 
pictures working scenes in the Meyercord plant showing 
the thirty or more artists who originate new designs, and 
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the various details of production. The lithographic 
process is used exclusively by Meyercord, and is, in fact, 
responsible for the major part of quality production in 
this field. 1200 of these brochures, loose-leaf, ring- 
bound, in every color of the rainbow plus silver, alumi- 
num and gold, are available for dealers and persons who 
are interested in advancing their knowledge of the sub- 
ject; it is well worth asking for. 


New Packaging Ideas from Italy 


New and attractive ideas for the packaging of food 
are brought over from Italy by H. P. Robin, in charge 
of the Dewey and Almy Chemical Company's plants in 
Naples, who has been visiting at the parent company in 
Cambridge, Mass. 

The American vogue of packing cheese spreads, jellies, 
and other delicacies in artistic containers that can be 
used again has already taken firm hold in the Italian 
packing industry, Mr. Robin reports. However, with 
the characteristic Italian talent for the picturesque and 
the beautiful, Italian packers such as Societa Generale 
Cirio in Naples and S/A. G. Arrigoni & C. in Trieste 
have gone even farther, and are packing jam, conserves, 
hors d'oeuvres, etc., in charming little containers of 
terra cotta. These pottery containers are designed in a 
wide variety of colors and shapes, so that the Italian 
housewife can easily collect an attractive array of vases 
from her empty jam and jelly jars. 

Of course these terra cotta containers are breakable 
and difficult to pack for shipment, so that their use is 
confined mainly to delicacies and novelties for the 
domestic market. Much packing is also done in glass 
and tin, and here as well Italian packers have made 
great strides forward during the last few years. In 
contrast to the American custom, Italian packers for the 
most part manufacture their own containers, though 
there are a few companies which specialize in can- 
making. Most of the larger companies are using 
efficient modern equipment, and companies like Etab. 
Giuseppe Bencini in Naples are busy turning out new 
machinery for canners and can makers. 

During his vist here in America, Mr. Robin has spent 
some time in New York with Commendatore Luigi Del 
Gaizo, head of S/A. Del Gaizo-Santarsiero of San 
Giovanni, Naples, who has been visiting his company’s 
subsidiary company in Stockton, Cal.; and together 
Mr. Robin, Commendatore Del Gaizo, and Mr. Zomack 
have visited several American can-making and canning 
plants which are customers and friends of the Dewey 
and Almy organization. 

Mr. Robin has been head of Dewey and Almy Com- 
pany’s Naples plant since it was established in 1928, and 
has become widely known in the Italian packing indus- 
try. As this is his first trip back to Cambridge in some 
years, he is greatly enjoying the opportunity to refresh 
his contacts with the American canning business and to 
compare at first hand conditions in the industry here 
and in Italy. 
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RMSTRONG’S Artmold Caps say 
“class” in a striking way. Their 
bright colors, smart designs, and soft 
rich texture catch the eye and make 
women want to buy. In the Jean Nolan 
group of beauty lotions illustrated at 
the right, Armstrong’s Artmold Caps are 
molded in a value of orange that har- 
monizes perfectly with the label colors. 
The result is a good example of the 
pleasing packaging effects that can be ob- 
tained through the use of Artmold Caps. 
With these attractive caps, it is easy 
to create packages that do a real selling 
job for your product. They are available 
in a wide range of standard designs, col- 
ors, and sizes, or may be specially molded 
to order with your name or private de- 
sign. In addition to their attractive ap- 
pearance, Armstrong’s Artmold Caps 
provide a secure seal that gives depend- 
able protection to your product. And 
they are so easy to use that delicate fem- 
inine fingers can remove or replace them 
with a simple twist. Send today for your 
free copy of the newcolor-illustrated book- 
let, “Better Seals for Better Sales,” con- 
‘taining complete details of Artmold Caps 
and other Armstrong Closures. 
Armstrong Cork Products Com- 
pany, Closure Division, 916 Arch 
Street, Lancaster, Pennsylvania. 
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EDITORIAL OPINION 


PRICE INCREASE OR SHORTAGE? 


From time to time we have had occasion to point out 
in these columns certain conditions which have been of 
direct concern to product manufacturers who are con- 
templating the purchase of packaging equipment and 
materials. Under normal conditions, of course, it is 
possible for a manufacturer to obtain his required quota 
of both equipment and materials within reasonable 
limitations of delivery and price, and provided that his 
requirements do not include specifications that call for 
special construction and production on the part of sup- 
pliers. But now and again we find that certain shortages 
of raw materials, plant and labor facilities or other 
factors exist, making it difficult and oftentimes im- 
possible to obtain deliveries when they are needed. 

It is hardly necessary to point out the importance, to 
the product manufacturer, of timeliness in the com- 
pletion of his packages. Once announced to his dis- 
tribution outlets—or to consumers through his adver- 
tising—there must be no delay in the production of those 
packages, whether they be new or redesigned. For 
their greatest effectiveness is in the first impression 
which they make on the consumer. And it must also 
be remembered that as soon as the new package appears 
on the market, it serves as an impetus to competitors to 
‘go and do likewise’’-—to revamp their packages. 
Therefore, a failure to assure a timely and constant 
supply of one’s packages is definitely overlooking what- 
ever opportunity there may be in the introduction of a 
new design. 

In a recent analysis of the paper box industry, released 
by Dun & Bradstreet it is stated, ‘‘Manufacturers have 
been operating around 80 per cent of theoretical capacity, 
which practically means capacity. This was an in- 
crease of 27 per cent over the average of 63 per cent for 
the first quarter of 1936. In spite of these higher 
schedules and installation of additional equipment, 
incoming orders have been running so rapidly ahead of 
production that some plants have refused business speci- 
fying delivery in less than three or four months. Most 
sellers are unwilling to quote prices beyond sixty days. 

“Rising prices of cardboard, used for the manufacture 
of folding paper boxes, make it impossible to set quota- 
tions beyond a short-term period. In fact, it has become 
increasingly difficult to obtain certain kinds of paper- 
board, as well as adequate supplies of other materials, 
and the required number of expert workmen.” 

So much for folding boxes. Regarding set-up paper 
boxes, we read: ‘Orders to manufacturers of set-up 
paper boxes have been widening without interruption 
since last June. During the first quarter of 1937, it was 
necessary to resort to allotments, in order to avoid fur- 
ther complications of the tight delivery situation. 
Even though production reached a new peak at 20 to 
35 per cent over the corresponding 1936 quarter, backlogs 
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on April 1 were the largest ever recorded. Demand has 
been so insistent that the need has disappeared to cut 
prices in order to obtain business. 

“Delivery, rather than price, has become the domi- 
nating factor in the sellers’ market that has developed 
in the set-up division. Increases as high as 50 per cent 
over last year’s quotations have been unable to stem the 
flood of orders, as more industries have entered new high 
production ground. 

‘Upward price revisions are expected to be frequent 
during the remainder of the year, as holdings are ex- 
hausted of materials acquired below the current market 
level. On chip and newsboard, which is used in set-up 
box manufacture, the quotation on December 1, 1936, 
stood at $35 a ton. Four advances had lifted this by 
April 1, 1937, to $47.50 in the West, the highest point 
touched in nearly ten years. In the East, the bulk of 
the business has moved at $45.”’ 

In the foregoing we see real reason for concern on the 
part of the product manufacturer. The situation clearly 
indicates a ‘‘sellers’ market’’—in contrast to that which 
existed a comparatively short time ago. The wise 
manufacturer will exercise all possible foresight in the 
light of these conditions. 


THE OTHER FELLOW’S BUSINESS 


We wonder how often package manufacturers think 
in terms of their customers’ products. We know, of 
course, that the product manufacturer who fails to sense 
the consumer’s viewpoint overlooks his best bet in 
securing a full share of retail sales, but, too often, we 
believe, this same sort of psychology is overlooked by 
package supplier. In his impatience to “‘get an order’’ 
he overbalances the importance of his company’s prod- 
ucts rather than considering what those products can 
do for the customer’s merchandise. 

Inspiring these thoughts is a brief description, which 
we read recently, outlining a sensible and effective pro- 
cedure followed by one of the largest folding box com- 
panies. That the plan is successful is evident from the 
fact that it has met with enthusiastic response from 
those directly concerned—the salesmen. At each 
monthly meeting, salesmen are encouraged to submit 
packages or packaging ideas. These are discussed from 
every angle (consumer, research, production, etc.), 
other department heads offer their views, and conclu- 
sions are reached only after careful deliberation as to 
the feasibility of the ideas submitted. 

Such a plan—thinking in terms of the other fellow’s 
business—lifts selling in the package supply field out 
of the ‘‘pedler’’ class and gives the product manufacturer 
the service to which he is justly entitled. 
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but gigantic roof of the largest box-plant in the world...a 
plant that grew that way from small beginnings because 
its customers grew....The favorable freight location of the 


Burt plant, in Buffalo, is a decided factor making for savings. 


The size of the Burt plant means that every job is done on 
the machine or machines best suited to its production. 


Result... low costs, better work. 
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PHILADELPHIA, PA. BOSTON 
9 N. Michigan Ave. A. B. Hebeler 702 Beacon St. 
Room 2203 P. O. Box 6308 


W. Market St. Sta. 





Size also means ability to deliver on time in any quantity... 
a factor of decided importance in years of expanding trade. 
Size hasn’t changed the Burt relationship with every client, 
large or small... which still continues friendly, close and— 


from our point of view—a matter of merchandising service. 


Before you place your next order, invite Burt to aid, advise 


or merely quote on your requirements. Any way, you'll 


be surprised at the savings and sales vistas that open up. 


N. BURT COMPANY, INC. 


00- 940 SENECA STREET. 


. NEW YORK CITY-— 630 Fifth Avenue, Room 1461 


CLEVELAND, OHIO SOUTHERN OFFICE 
W. G. Hazen 
P. O. Box 2445 
| mn ©) S77 Cot te B®) sb Ke) 


BUF FAL, 


CALIFORNIA OFFICE 
Louis Andrews, Hamilton Club 
Grand Ave. & Wilshire Blvd. 
Los Angeles, Calif. 


Frank D. Jackson 
2150 Washington Ave. 
Memphis, Tenn. 


anadian Division—Dominion Paper Box Co., Limited, 469-483 King Street, West, Toronto 2, Canada 
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GUMMED INDUSTRIES ASSOCIATION is now in 
new quarters at Room 1209, 19 W. 44th St., New York. 
Telephone number is Murray Hill 2-6608. 





AMERICAN BAKERS ASSOCIATION will hold its 
1937 annual convention at Kansas City, Mo., the week of 
October 24. 


GEORGE M. DAVISON has been appointed art 
director of Graphic Arts Buyer. He still retains his con- 
nection with Higgins & Low Inc. 


CRAFTS, INC., is a new organization formed for the 
purpose of designing and manufacturing permanent dis- 
plays constructed of wood, metals, glass and fabrics of 
various kinds. The organization is headed by William 
H. Wade, who has had fifteen years experience in ad- 
vertising, merchandising and display work. 


GEORGE BOERGERHOFF has been appointed west- 
ern representative for the Arrow Manufacturing Com- 
pany, Inc., manufacturers of jewelry boxes, fancy 
handmade boxes, and counter merchandise displays. 
His address will be Heyworth Bldg., 29 E. Madison 
St., Chicago—telephone, Dearborn 2878. 


W. L. STENSGAARD AND ASSOCIATES, INC., 
Chicago, announce the election of the following officers: 
W. L. Stensgaard, president and treasurer; W. L. Huston, 
executive vice-president; C. W. Morton, Jr., vice-presi- 
dent in charge of Western division, Oakland, Calif.; 
Findley Williams, vice-president and art director; A. H. 
Lee, secretary. 


THE ARTISTS GUILD CALIFORNIA, held its an- 
nual meeting for the election of officers and discussion 
of the program for the coming year. The following 
Charles Cruze, president; Jacob 
Oscar Bergesen, treasurer; 


officers were elected: 
Asanger, vice-president; 
Robert Carpenter, secretary. 


New assignments and changes in sales personnel of its 
Closure Division, have been announced by the ARM- 
STRONG CORK PRODUCTS COMPANY. Robert W. 
Mattern has been transferred from the general offices at 
Lancaster, Pa., to the branch office at Cincinnati, Ohio. 
Vincent Game of the New York office has been trans- 
ferred to Lancaster to fill Mr. Mattern’s place. Roger 
Hetzel has been assigned to the upper New York state 
area, with headquarters at Rochester. Fred Jahnke has 
been assigned to territory covering Brooklyn and part of 
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Manhattan. Robert Keller has been transferred from the 
Chicago office to Texas where he will be associated with 
Ralph Turner, who has been working with Lyons’ 
Brothers of Dallas, which firm handles the sale of Arm- 
strong’s Crowns in Texas and Oklahoma. John Owens 
has been assigned as a salesman to the Atlanta branch 
office. Joseph Richardson, who has been training at 
Lancaster, has been returned to Atlanta to fill the vacancy 
in the office force due to Mr. Owens’ assignment to the 
sales force. 


CONTAINER CORPORATION OF AMERICA earn- 
ings during the first quarter of 1937 more than tripled 
those of the same period of last year, according to a 
report issued recently by Walter P. Paepcke, president. 
The earnings were approximately nine per cent of the 
total volume of sales. Total sales volume during this 
quarter was $6,749,740 as against $4,975,433 last year, an 
increase of $1,774,307. 


HORIX MANUFACTURING COMPANY has ap- 
pointed Don Lyttleton, Houston Merchants Exchange 
Bldg., Houston, Texas, as its representative in Texas, 
Louisiana and Arkansas. Mr. Lyttleton, who has many 
friends in the food and beverage industry throughout the 
South, continues to represent the Consolidated Packag- 
ing Machinery Corporation, with which he has been 
connected for many years. 


Principal speakers at the 19th annual convention of the 
NATIONAL PAPER BOX MANUFACTURERS ASSO- 
CIATION, Cincinnati, May 23-26, will be Senator 
Burton K. Wheeler and Martin Ullman. A set of fair 
trade practices has been prepared for adoption by the box 
manufacturers at this convention; likewise new by- 
laws providing for broader association activities under 
present changing business conditions. New types of 
materials and machinery will be shown at the exposition 
which will be held in conjunction with the convention. 


Net income of CONTINENTAL CAN COMPANY, 
INC. for the twelve months ending March 31, 1937, 
amounted to $13,594,092, which, after providing $4,513,- 
776 for depreciation and Federal income tax and surtax 
on undistributed profits, left net earnings available 
for the common stock of $9,080,316, equivalent to $3.18 
a share on 2,853,971 common shares of $20 par value 
outstanding at March 31, 1937. This compares with 
net earnings of $3.17 per share reported in the company’s 
annual report for the year ended Dec. 31, 1936 on the 
same number of shares outstanding. 




























Over 100 of ourFA 


wrapping machines 
are now In use 


In the short time since it was introduced, the Model FA type has become 
one of the most popular general purpose wrapping machines on the market. 
It has already been installed by over one hundred manufacturers, covering 
practically every industry in which packaged goods are produced. 

Moderately priced. Compact in construction. Fast—wraps 60 to 75 
packages per minute. Extremely flexible—may be quickly adjusted to wrap 
a wide range of sizes. Handles any type of wrapping material. 

Using printed material in roll form, the FA offers large savings over the 
cost of cut-to-size sheets. With its Electric Eye registration, the machine 
locates the printing accurately on the package. 

Manufacturers still employing hand wrapping or obsolete machines 
should, by all means, investigate the facts about the Model FA now! Because 
of the important savings this highly efficient machine makes possible, its 
price is often completely paid off within a few months after installation. 

We shall be glad to show you one in your neighborhood. 


Write for literature 


PACKAGE MACHINERY COMPANY Springfield, Massachusetts 
NEW YORK CHICAGO CLEVELAND LOS ANGELES 


MEXICO, D. F.: Apartado 2303 Peterborough, England 
Baker Perkins, Ltd. Melbourne, Australia: Baker Perkins, Pty, Ltd. 
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Equipment recently purchased and erected by the 
EDDY PAPER CORPORATION at its White Pigeon 
(Mich.) plant for the manufacture of **Bend-Well”’ clay- 
coated folding boxboard embodies all the modern im- 
provements known to the industry. Probably the most 
important of the operations involved is that of air 
conditioning the sheet. After the coating has been 
applied, the board passes through a conditioning tunnel 
which is thermostatically controlled, which means 


K. W. SCHNEIDER 


that the entire run has a uniform amount of moisture 
throughout, which not only guarantees a finer finish 
but eliminates any possibility of curling on the printing 
press—long a troublesome feature on clay-coated board 


for the pressman. 
Another new feature is the entirely different drying 
system, which eliminates bulges in the sheet commonly 


JOHN DREW 


called stick marks, and which in the past have caused so 
much trouble in obtaining perfect register on multi- 
colored printing. Eddy’s new equipment has also been 
built to eliminate the coating edge, so that the cus- 
tomer does not pay extra for ream trimming. 

Many new ideas have been built into this modern 
equipment, worked out by the machinery builders and 
K. W. Schneider, manager of the White Pigeon plant, 
and for the past twenty years one of the leading figures 
in the clay-coated boxboard industry. 
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The White Pigeon mill has for years had a splendid 
reputation for high quality boards. Mr. Schneider 
states that during the past year his company has spent a 
large sum of money in new improvements in the board 
mill to still improve the quality—a new beater room 
which prepares to stock better, pulp and chemical 
controls, extractor rolls on both machines. And plans 
are now being drawn for a complete new power plant. 
Newly designed finer woven felts are now used to produce 
a higher, smoother finish. The plant has two board 
machines trimming 92 and rio in. and producing 150 
tons daily. 

John Drew, well known in the paperboard industry 
and for the past twelve years connected with the Eddy 
Paper Corporation, is sales manager and will have charge 
of clay-coated board sales. Mr. Drew states that an 
eastern representative will be announced in the immedi- 
ate future. 


W. H. DEISROTH COMPANY, INC., manufacturers 
of paper boxes since 1875, have just recently opened 
offices at 545 Fifth Ave., New York, in order to serve 
better their cosmopolitan clientele on KwicKlasp mail- 
ing boxes and fancy machine-made and hand-made 
boxes. This office will be in charge of Morgan Platt, 
who has had a varied experience in creating, designing 
and selling paper boxes. 

The Deisroth company has recently moved to larger 
quarters and now has a modern, up-to-date equipped 
plant at the southeast corner of Third and Cambria Sts., 
Philadelphia. The company is one of the few paper box 
firms who are doing an international business. 


UNION BAG & PAPER CORPORATION will erect 
a new reinforced concrete and brick bag factory at Ver- 
non City, Calif. The initial plant will have a capacity 
of over five million bags per day, plus highly specialized 
printing equipment for the production of fancy coffee 
bags and similar shelf packages. The plant is estimated 
to go into production in July, 1937 and will serve the 
entire Coast area. 


COLUMBIA PRODUCTS CORPORATION, 221 Mc- 
Kibben St., Brooklyn, N. Y., has established a trans- 
parent container division. This company has manu- 
factured this type of container for its own requirements— 
to package powder puffs and cosmetic products of vari- 
ous kinds. The plant has been equipped with all the 
latest automatic machinery for the production of all 
sizes and shapes of transparent containers and will fabri- 
cate all weights of acetate sheeting. The new division 
is in charge of A. Auerbach. 


MELBURT PRODUCTS, INC., a mutual purchasing 
organization of one hundred retail drug stores, has 
commissioned the firm of Peter Copeland, 244 West 23rd 
St., New York, to redesign its Chester line of men’s 
toilet preparations. The firm of Peter Copeland is one 
of the architectural designers under contract with the 
World's Fair 1939. (Continued on page 121) 
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Continental Candy Boxes 


Interesting things are being done in Europe with in- 
expensive candy boxes, and many packages of unusual 
design and ingenious construction are displayed. Nov- 
elty, the major appeal, is often incorporated with clever 
detail, and attracts consumer attention. 

From Austria come two of the boxes illustrated. 
Bothare made for Altmann and Kiihne in Vienna and each 
contains layers of thin choclate wafers, of the League de 
Chat type. When filled they sell for about twenty-five 
cents apiece. The modern decorative designs are printed 
in many colors in double flint paper, and the quaint scenes, 
depicting a gay life, are good examples of the general 
European design trend, of imaginative rather than realis- 
tic art in its application. 

The Stollwreck chocolate bar, selling for about ten 
cents, comes in a pack which converts into a child's toy. 
There are two parts to the box: the back, containing the 





candy, is an ordinary folding carton, one side of which is 
die cut, making the doors; a second piece of board is 
then inserted as a background filler. The barnyard scene 
which pulls out, is simply two crossed strips, with a 
third strip pasted across the front. When the doors are 
closed, the box lies perfectly flat, making it convenient to 
handle for shipping. 

All the printing is done in bright colors directly onto 
thin cardboard. On the back appears a short nursery 
rhyme appropriate to the selected theme, several different 
designs being produced to encourage a collection. The 
novelty of the package, its construction and low selling 
price, have made it a well-known bit of candy. 


Molded Pulp Advances 


Molded pulp has in the last two years grown from in- 
fancy into a large international business. Processes of 
manufacture have improved, ideas for new uses have 
been exchanged and in the face of competition suitable 
outlets have been found in which this material excels. 

Pulp as material is cheap, the major costs are the 
molds. Here is a product which is waterproof, it may be 
molded with the greatest accuracy and will not shrink 
or warp under any weather condition. Edges retain 
their shape refusing to wear down, and it is impervious 





to handling. Being light in weight, yet durable, it is 
easily worked with wood-working tools; holes for 
knobs, handles, and etc., may easily be bored. 

One of the latest developments from Europe is interest- 
ing automobile manufacturers in its use for dashboard 
doors, for side pockets and sun-screens. Its initiation 
into this field will be of great importance. 

Moldings are becoming larger as may be seen in the 
accompanying illustration showing a basket made by 
Pulp Industries, Ltd., in England. A bamboo strip 
nailed around the top concave edge, gives ample support 
to the wicker handle attached to it. The outside may 
be sprayed with color but often it is left plain when 
simply used for shipping perishable food products. This 
company also shows a large range of flower pots and 
vases to which pressed patterns give a decorative effect 
and interesting texture. These come in colors and are 
popular with housewives for holding flowers or plants. 

The triangular molding for pharmaceutical samples 
have actually increased the business of companies using 
them. The bottle is placed directly into the container 
and a light metal cap is pushed in, giving a perfect seal. 
An ordinary postal label pasted on the outside completes 
the pack; it goes through the mail inexpensively and 
with an absolute minimum of breakage. The inside of 
the container is left slightly rough to act as padding, 
and the three cornered construction gives greater 
strength, eliminating jarring surfaces. 

Huntley and Palmer, Ltd., large specialty bakers, are 
now using molded pulp for the packaging of cookies. 
They have found it satisfactory protection for shipping 
and keeping merchandise fresh. A neat label serves as a 
decoration while a strip of waxed paper dresses the pack- 
age for store display. 


CURRENT REVISION of Simplified Practice Recom- 
mendation, R155-34, Cans for Fruits and Vegetables, 
which originally became effective September 1, 1934, with 
the establishment of 27 standard stock sizes, now pro- 
poses the elimination of 11 sizes and addition of 5 sizes 
that have since come into general use. Mimeographed 
copies of the proposed revision may be obtained from 
the Division of Simplified Practice, National Bureau of 
Standards, Washington, D. C. 
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NEW DEVELOPMENTS IN PACKAGING MACHINERY, METHODS AND. SUPPLIES 





| and Mnaterials. 


For Dry Cleaning Bottles 


The advantages and limitations of dry air cleaning are 
well recognized by most capable production managers in 
the larger bottling plants. It would be absurd to claim 
that an efficient dry cleaning machine eliminates all need 
for water washing. There will always be cases where a 
complete and thorough job of washing, sterilizing, 
rinsing and drying will be required. When second-hand 
or returned bottles are used this is the only way the 
manufacturer can be sure that his bottles are clean. 

On the other hand, it is claimed that an improved 
method of dry cleaning bottles in an upside-down posi- 
tion is entirely practical for cleaning new glassware 
which reaches the manufacturer in sealed shipping con- 


tainers or so-called ‘‘reshippers.’’ 
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One of the accompanying illustrations shows a general 
overall view of the Inverted Air Cleaner which is adapted 
to the foregoing purpose. Bottles taken from the ship- 
ping cases are placed upright on the intake conveyor at 
the left. This automatic conveyor feeds a group of six 
bottles into the upper chamber on the reversing drum 
in the center portion of the machine. This group of six 
bottles is then tilted upside down to the bottom of the 
drum, and in that position are subjected to a 60-lb. 
blast of clean, dry, filtered air. While this first set is 
being cleaned in this manner, a second set enters the 
other half of the chamber now on top and when this 
second set is carried down under, the first set is brought 
upright on top once more and delivered out at the right 
on an automatic delivery conveyor. Speeds ranging 
from 40 to 120 bottles per minute are possible, depending 
on the customer’s requirements and on the size and shape 
of the bottle being run. Adjustments from one size to. 
another can be taken care of very easily and do not re- 
quire more than ten minutes. 

The second illustration shows a close-up of the re- 
versing drum with the holding plates removed from the 
two chambers. Here may be seen one set of bottles 
in the upright position and a second set inverted at the 
bottom of the drum, with cleaning nozzles projecting 
up into the necks of the bottles. 

It is obvious that when bottles are tilted upside down, 
it is much easier to do a thorough cleaning job as the 
blast of air is aided by the force of gravity, and when the 
cleaning nozzles are removed from the necks of the bottles 
there is no restriction to prevent small particles of foreign 


material from dropping out (Continued on page 122) 


From 40 to 100 bottles per minute are sub- 
jected to a blast of dry filtered air by means 
of the Inverted Air Cleaner shown in gen- 
eral view at the right. Above is illustrated 
the reversing drum upon which the bottles 
are held while the cleaning is being done. 
One set of bottles is in an upright position 
while the other is inverted at the bottom of 
the drum with the cleaning nozzles project- 
ing up into the necks of the bottles 
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—Automatic Safety Stops 
—Variable Speed Drive 
—Speed Indicator 
—One-point Lubrication 


—Built-in Vacuum Plant 
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PRODUGTION 


A PERFECT FILL 
A PERFECT EVERYTHING 


—with the new Kiefer No. 4 Series Automatic Rotary Vacuum Filling Machine 


HE latest development in 

bottling equipment—to 
Fulfill today’s demand for faster 
filling. 


A machine amazing in its pre- 


cision and smooth efficiency. 


Equipped with ultra-modern 
features that bring to the user 
every advantage and every 
economy of everyday operation. 


Dependable for constant pro- 
duction—free from delays, loss 


of material and glass. 


—Positive star feed and discharge 


—Kiefer quality construction throughout 
and that spells life-time service. 


It will pay you to find out what this equipment will do in your plant. 


THE KARL KIEFER MACHINE co. 


CHICAGO 
SAN FRANCISCO 
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CONVEYORS IN PACKAGING 


(Continued from page 79) is usually constant some- 
where between 50 and 100 ft. per minute, and constant 
speed motors are used as a rule. In those special cases 
where it is necessary to vary the speed of the belt the 
simplest way to secure the desired results is to make use 
of a mechanical variable speed transmission unit. The 
speed of the motor is reduced by means of some standard 


type of separate gear reducing unit, or by a geared head 


motor, and the power is transmitted to the drive pulley of 
the conveyor by chain and sprocket or V-belt drive or by 
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a direct connected flexible coupling. Flat belt drives do 
not give the best results as a general thing on account of 
the slipping which takes place and which makes it difh- 
cult, if not impossible, to maintain the pre-determined 
desired fixed speed. 

There are two general kinds of belts, those which are 
made of canvas and which may or may not be impreg- 
nated with various compounds to suit them for particu- 
lar conditions, and those known as rubber belts which 
actually consist of canvas with rubber applied to it and 
usually in several alternate layers. For some conditions 








Fig. 30. Belt, roller conveyor and roller spiral conveyor used for handling cases and buckets of shortening. Fig. 31. 


Adaptation of portable belt conveyor with work tables on either side. 


Fig. 32. Conveying system at Overholt 


Distilleries plant. Fig. 33. Incline conveyor brings filled cases from floor below for inspection. Another section 
removes cases to shipping platform. Fig. 34. General view showing use of belt and live roller conveyors. Fig. 35. 
Flexibility in arranging conveyors. Filled cases travel up the incline conveyor to shipping platform. The deflector 
is used to turn cases at right angles. Photos showing Figs. 30 to 35 inclusive, by courtesy of Mathews Conveyer 
Company. Fig. 36. Empty cans lowered on spiral chute to washer, thence conveyed via inclined belt to filling ma- 


chine. Another conveyor carries filled cases to storage. Fig. 37. 


Two lines of roller conveyors converge with 


another line which removes filled cans to storage. Figs. 36 and 37, by courtesy of Standard Conveyor Company 


either type may be used but it often happens that the 
choice of the belt is extremely important in order to se- 
cure satisfactory service. One point which it is well to 
bear in mind is that the canvas belts are lower in first 
cost, size for size, than rubber belts. 

It is not practicable to go into much detail as regards the 
different kinds of belts available, but a brief setting forth 
of the basic principles will show how important it is to 
handle this part of the conveyor system with intelli- 
gence. For instance, one type of belt frequently used 
with excellent results in packaging consists of several 
layers of canvas impregnated with rubber compound 
save for the top surface which is white untreated fabric. 
The pulley side has a treated surface so that the drive 
pulley will take hold. The edges of the belt are pro- 
tected from wear by a rubber covering bonded to the 
body of the belt. Such a conveyor belt is light in weight 
and flexible, and the top surface has a low friction so that 
if the packages jam at the end of the line the belt will 
slide under them readily without upsetting them or pil- 
ing them up. This kind of a belt can only be used in dry 
conditions on account of the untreated canvas top, but 
there is another kind available on the market which can 
be washed and kept in a sanitary condition. In this, the 
under or drive pulley side is similar to that already de- 
scribed, but the top surface is of white rubber com- 
pound which is carried around the edges. For belts 
which are to travel over slider boards it is necessary to 
have an under surface which will not give too much 
friction on the slider and cause too great a consumption 
of power and rapid wear and which at the same time will 
provide sufficient friction at the drive pulleys. For such 
conditions a canvas sliding surface is desirable but can 
only be used for light loads and dry locations. In cases 
where the load is to travel up an incline the outer surface 
must be such that the goods will not slip backwards. 
The rubber used for the carrying surface can also be 
treated so as not to impart either an odor or a taste to the 
products carried on them, which is important in many 
instances where they are not yet in containers. 

Canvas belts are made of layers of canvas stitched to- 
gether, and when appropriately treated with various 
compounds can be used for most, if not all of the services 
for which rubber belts are employed, although they are 
not as rugged as rubber belts. They are not usually con- 
sidered suitable for direct contact with food and some 
other products. Untreated canvas carrying surfaces are 
of advantage because they offer a low resistance when 
diverting packages or materials from one direction of 
travel to another, by means of deflectors. On the other 
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hand one of the outstanding canvas belt manufacturers 
has a way of treating the carrying surfaces with a com- 
pound which provides sufficient friction for conveying 
packages up or down inclines of 25 deg. without slipping 
and without the use of cross pieces. 

Straight chutes of really short length may often be 
used to advantage but where the distance to be traveled 
is more than a very few feet the spiral conveyor is usually 
better, and for a very simple reason. That is that the 
points where it is convenient to have the packages enter 
the chute and to which they are to be delivered are 
fixed by operating conditions. It may very easily be, 
and generally is, impracticable to make the connection 
between these two points by means of a straight chute of 
the proper gradient and direction of travel. With a 
spiral chute this is always easy to accomplish. Such 


MAY 1937 107 

















Fig. 38. The portion of the conveyor system illustrated shows incoming merchandise leaving the storage floor and 
distributed to its proper storage place. Lateral gravity lines receive the cases from the main belt conveyor and carry 
the cases to their respective places. Outgoing part of the conveyor system consists of a continuation of the lateral 
gravity line mentioned above which feeds to a main belt conveyor which leads to the shipping room tor packing and 
final distribution. Courtesy of Standard Conveyor Company. Figs. 39 to 47 inclusive: Plant of Bristol-Myers 
Company is completely conveyorized and all units are handled mechanically insofar as possible. From the time the 
packages or cases leave the packing machines, they are handled on conveyors either to storage or direct to car for 


shipment. The long overhead belt conveyor on the first floor is extremely interesting. Cases of the various products 


ready for shipment discharge from the floor above onto these conveyors. Portable deflecting conveyors equipped 
with a chute stationed along this overhead belt conveyor at the proper point for storage of the type of product 
coming through at a particular time. Photos, courtesy of The Lamson Company 





























chutes may have any desired grade and any radius of 
curvature, or combination of different radii, necessary to 
secure the desired result. In other words, a curved or 
spiral chute is very flexible. They may have receiving or 
delivery points at several levels, require no power and 
can handle almost any class of merchandise. 

However, in order to give good results chutes must be 
designed for the conditions of service, just like any other 
class of equipment. The pitch must be such that the 
packages which travel over them will go with sufficient 
speed but not so fast as to injure them. Therefore, the 
height of the drop and the kind of surface of the package 
must be taken into consideration. Where articles having 
different surfaces which causes a difference in friction are 
to travel on the same chute it is well to have the surface 
of the chute made somewhat concave. Thus the fast 
moving packages will tend to be drawn by centrifugal 
force toward the outer edge where the gradient is less 
and the slow movers will keep nearer the center where 
the gradient is steepest. In this way where the difference 
in the packages is not too great they will all travel at 
some reasonable approximation to equal speeds. 

The spiral chutes can be built around a standpipe in 
the center and be installed almost anywhere. They may 
be made with two levels, or ‘‘blades,’’ one above the 
other to carry different kinds of packages, or with two 
passages side by side, and they may be made open or en- 
closed, as for example, where it is desirable to have the 
chute on the outside of the building to conserve space. 

While the foregoing is of course by no means a com- 
plete analysis of the many considerations which enter 
into the selection and installation of conveyors to service 
a particular purpose, enough of the highlights have been 
touched upon to show that in order to do a good job 
which will result in the greatest economies practicable 
calls for careful study. This will be made more striking 
by giving our attention to a few specific jobs where 
actual economies have been realized. 

A good example of gravity roller conveyor and spiral 
chute application may be found at the Knox Gelatine 
Company, as shown in the pictures Figs. 1, 2 and 3. 
Fig. 1 shows a gravity roller conveyor for carrying filled 
shipping cases from the previous packaging operation to 
the case sealing machine. These cases have smooth fibre 
bottoms, weigh something like 4 lbs. each and will con- 
sequently travel with a very mild descent, say '/; in. per 
foot. The difference in level between the last packaging 
operation and the height of the case sealer is sufficient, 
for the length of run involved, to provide the necessary 
gradient. It will be seen from the illustration that the 
rollers are spaced close together because the package is 
high and has a high center of gravity, which tends to 
make it tip over if the rollers are not so close together 
that there is no danger of the forward edge dropping 
down between them as it travels along. This is an im- 
portant consideration and leads to the practical conclu- 
sion that it is an advantage to have containers with a low 
enter of gravity wherever possible, as fewer rollers and 

less expensive conveyor can then be used. It is also 
asily conceivable that containers might be so high that 




































a certain amount of tipping over could not be avoided, 
and would lead to damaged goods, loss of time in clean- 
ing up and other disadvantages. In some instances con- 
ditions might be such as to justify redesign of a shipping 
case to make it lower, or to have it with the openings so 
that it can be placed to stand low instead of high. 

Fig. 2 shows the spiral chute leading from the case 
sealer to the stock room, and Fig. 3 shows the same 
chute delivering to the finished stock room. By com- 
paring the positions of the cases in Figs. 2 and 3 it will 
be seen that they have tipped over in passing down the 
chute. This is because they enter the chute standing on 
end with the center of gravity high, and automatically 
fall into a position with the lowest possible center of 
gravity as they descend. This is not harmful with the 
goods in question in this instance, but might be with 
merchandise of another kind. Boxes in the shape of 
cubes are not as a rule sent down spiral chutes because if 
they once tip they are likely to continue rolling because 
the height of their center of gravity is the same which- 
ever side they rest upon. 

Fig. 3 shows how the spiral chute ends in a short sec- 
tion of permanently placed roller conveyor with portable 
sections, one of them with a go deg. turn, pushed up to it. 
These portable sections have ends adjustable as to height 
which makes it possible to fit them interchangeably into 
temporary lines for piling the finished goods in any part 
of the storage space, with a minimum of manual handling. 

An interesting combination of live roller and gravity 
roller conveyor at the Norwich Pharmacal Company is 
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shown in Fig. 4. The upper line is a live roller conveyor 
which brings in the cartons of empty bottles to the stor- 
age room. The rollers are driven by a rubber covered 
chain on the under side, the load being light and the 
grade level. The height of the conveyor is kept at a 
point where the cartons may be lifted off and stacked 
with a minimum of effort by the men. Delivery of the 
empty bottles to the production filling line is by means 
of a gravity roller conveyor serving two aisles and com- 
ing together as shown in the photograph. These gravity 
conveyors are kept low partly so as to go under the live 
roller line and partly because it calls for minimum effort 
to lift the boxes from the piles and lower them to the 
conveyor. In other words, there is greater gain from 
having the incoming material at the higher level than 
the outgoing. 

The Sperry Candy Company has an interesting layout 
of conveyors for wrapping and packing its Chicken Din- 
ner candy. It is typical of how conveyors can be used to 
facilitate an otherwise practically entirely manual pack- 
aging operation. The large pieces of candy are wrapped 
separately and packed in boxes by girl operators sitting 
at a work bench while the materials are brought to them, 
and taken away ina steady stream by the conveyors, as 
shown in Fig. 6. At each production line there are three 
conveyors, at three different levels. The lower belt con- 
veyor brings in the unwrapped bars. This has a white 
surfaced top for sanitary reasons. The empty boxes, 
bottoms only, come to the top conveyor which is of the 
live roll type because the boxes are so light that they 
would not travel readily on a gravity conveyor, and it is 


necessary to maintain a constant level anyway in order 


that the operators can reach up easily to get them. On 
account of the lightness of the empty boxes there is no 
reason why the economy of a live roller conveyor over a 
belt conveyor should not be made use of. The girls wrap 
the bars by hand and place them in boxes and then put 
the boxes on the middle belt conveyor which carries 
them to the back of the room. At the back there will be 
seen three chutes coming through the rear wall and 
branching out to reach the ends of each of the three pro- 
duction lines. It is interesting to note that these chutes 
make a 180 deg. turn and end so that the covers for the 
packed boxes are delivered directly over the belt con- 
veyor for the latter and in such a position that the in- 
spector stationed at the end of each production line may 
readily slip them in place. From here on the packed and 
covered boxes continue on the belt conveyor up a short 
grade, pass through the wall and are delivered to three 
gravity roller conveyors as shown in Fig. 7. 

The three gravity rollers deliver to a single belt con- 
veyor that feeds the automatic tying machine. Two of 
the gravity rollers are arranged in a spiral descent to the 
belt in order to come out at the desired point and with 
the proper gradient. The third comes in at a different 
angle due to building conditions, and the boxes pass over 
a short straight chute to the rollers. An automatic tim- 
ing device permits one box from each gravity conveyor in 
turn to be delivered to the belt conveyor which, it will be 
remembered, leads to the tying machine. This timing 
is synchronized with the rate of production of which the 
tying machine is capable so that the boxes will come just 
as fast as this machine can handle them, so that there will 
be no loss of efficiency, and at the same time so that they 
will not arrive too fast and pile up. 

This automatic tying machine is shown in Fig. 8. 
Obviously a belt conveyor is the thing to use here as the 
rate of flow of material can be accurately controlled and 
it is delivered directly on to the table of the machine so 
that practically no effort is called for on the part of the 
operator to slide one box after another into it for tying. 
The man at the right places the boxes in cartons which 
he runs through the sealing machine and then out to the 
stock room. 

Fig. 9 shows a steeply inclined belt conveyor installed 
at the Potomac Distilling Company for handling filled 
cases. On account of the steepness it is provided with 
cross pieces. The belt is made of canvas treated with 
paraffin compound to give it some degree of moisture- 
proofing and resistance to abrasion, and a clean surface. 

Retrieving of grades so as to make possible the fullest 
use of gravity roller conveyors by means of a short sec- 
tion of belt conveyor or of live rollers is a common prac- 
tice. Fig. 5 shows a live roller grade retriever at the 
Norwich Pharmacal Company where the finished pack- 
ages in cases are being delivered from the production de- 
partment to the store room. At the top of the grade 
there is a switch whereby the packages may be directed 
into one or the other of the sections of the space being 
served by the conveyor system. 

The use of an inclined belt conveyor for retrieving 
grade by the Taylor Company is shown in Figs. 1o and 11. 
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Fig. 48. Special converging conveyors in plant of Hiram 
Walker and Sons. Cases of finished products from five high 
capacity bottling lines are weighed on the two scales and 
merged into one line leading to the storage room in the floor 
below. Fig. 49. Portable conveyor at Gilbey gin plant for 
unloading railroad cars. Note doors in platform which cover 
hinged slides over a belt conveyor running the length of the 
platform. Fig. 50. Pusher bar booster handling cases of 
empty bottles in plant of The American Distilling Company. 
Used where space is limited for elevating packages. May be 
built for inclines of 45 deg. to 60 deg., and in special cases 
75 deg. to 90 deg. Fig. 51. Trolley conveyor handling 
cases of empty bottles in the Old Quaker Distillery. This 
storage building is separated from the main bottling building 
and is about thirty feet below the bottling room floor. Note 
the rises in the conveyor over the aisles. This conveyor 
serves four bottling lines. Fig. 52. Conveyors at Old 
Quaker Company distillery, showing packing tables, overhead 
empty carton belt conveyors, gravity roller conveyors and 
double width live roller conveyor. Photos by courtesy of 
The Alvey-Ferguson Company 


The empty bottles are taken out of the original shipping 
cases at the washing machine and then pass through the 
filling and other operations to the final capping and label- 
ing where they are again placed in the same cartons. 
Fig. 10 shows the empty cases being delivered to the 
grade retrieving belt conveyor from a gravity roller con- 
veyor at the washing machine. Fig. 11 shows how these 
cases come from the end of the belt conveyor down a 
curved chute to a short section of gravity roller conveyor 
over the capping and labeling machine, where the opera- 
tor has easy access to the empty containers in which to 
place the finished product. 

The layout of conveyors in Frankfort Distillery, in 
Baltimore, is one of the most comprehensive, and it also 
has a number of long belts, deflectors, automatic regula- 
tors, etc. The installation of this system also proves 
that conveyors can be applied to an existing handling 
operation, without the necessity of interrupting produc- 
tion schedules. This whole conveyorizing job was done 
in ninety days, including planning and installations, be- 
cause G. Winckelmann, in charge of Baltimore opera- 
tions for Frankfort Distilleries realized the importance of 
having a good conveyor system to feed his modern pack- 
aging units. Wherever possible, straight line planning 
has been used, even though the conveyor system extends 
over four floors. The sketch (Continued on page 126) 
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THE GIFT PACKAGE OF 1937 


(Continued from page 63) men and women. _ They ar- 
range with manufacturers to use the store’s own water- 
marked papers in packaging sets of related items, and it 
has been their experience that nine times out of ten, 
where a suitable combination is offered, it is bought in 
preference to single items. This means more sales at 
higher amounts. Ensembles of suspenders and garters; 
shirt, tie and socks; robes and slippers are but a few of the 
many types they provide. According to them, good 
packaging is good business and plays a major part in 
swelling the volume of sales particularly during the 
holiday season. 


Holiday Packaging in the Chain Store 


In chain stores where merchandise usually sells under 
$1.00, holiday packaging is an important consideration. 
The quantity of merchandise that passes through these 
stores, particularly at Christmas time, is so vast that it 
requires intricate planning and finesse to handle, dis- 
play and finally wrap for delivery to the customer. It is 
the consensus of opinion in these stores that manu- 
facturers could be more helpful if they would package 
their products rather than send them in bulk, because 
bulk items displayed on counters easily become mussed 
and dirty and often unsalable through much handling. 
If protected by an appropriate box or package, much of 
this difficulty would be overcome. 

This may seem contrary to the general merchandising 
habits as evidenced on chain store counters, but there is 
an increasing tendency toward leaving the bulk stock 
packaged and opening only a sufficient quantity to make 
a good display. 

These stores like their packages to have a modern feel- 
ing but not so far removed from traditional as to be 
lacking in appeal to people in small towns where many 
of the stores are located. Yet they must serve to satisfy 
the taste of customers in larger towns and cities for up- 
to-date designs. The most acceptable type of design is 
one that can be used not only during the holiday season 
but also throughout the year as well and for this reason 
they favor removable Christmas wrappings or sleeves. 

The chain stores feel that a package should be designed 
with the thought in mind of the merchandise that is 
going into it; that is, a woman's flesh colored under- 
garment should be in a soft pastel colored box either 
flesh, pale blue or pale green. Great care should be taken 
that the color of the package does not detract from the 
merchandise itself. Counter space is at a premium and 
merchandise displayed in close proximity must not be 
too loud, nor strike a discordant note in the store. 

Chain stores are becoming more and more interested in 
transparent wrapping for their merchandise, and while 
they still encounter a certain amount of sales resistance 
to these packages in some sections of the country, it is 
fast becoming a thing of the past. In these stores, as in 
their grander brothers on the Avenues, people do not 
want to buy merchandise that has been handled over and 
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over again. For this reason, if no other, the transparent 
wrapping is gaining steadily in general approval. A 
simple example is in the matter of a tooth brush. People 
used to select two or three and rub their fingers over the 
bristles to see how soft or stiff they were. Now they 
must ask for the shape and style they want whether soft, 
medium or stiff and it is given to them enclosed either in 
a box or cellulose wrapping. With the package is the 
assurance that the brush has not been handled or come 
in contact with foreign matter that might make it un- 
pleasing to the purchaser. 

As in other stores, merchandise packaged in sets at 
Christmas time, helps to increase sales on items that 
might not otherwise be considered as gifts, providing the 
package attracts attention to the desirability of the 
merchandise contained in it. Such boxes should be of 
sufficient size to accommodate the merchandise and be in 
themselves good display pieces. Clerks are so rushed, 
particularly during the holiday season, that packages 
must in a sense sell themselves and depend upon the clerk 
only for wrapping and tying. Cellulose windows in 
covered boxes make a most acceptable type of package 
since the merchandise can be seen and yet not handled 
too much. 


Packaging as Seen by Buying Syndicates 


Another indication of interest to manufacturers who 
are striving for greater sales through better packaging 
of their merchandise comes from buying syndicates 
located in New York with clients from Maine to Cali- 
fornia and from the State of Washington to Florida, 
ranging from those with annual sales volume of $500,000 
to $20,000,000 or more. Covering such a vast expanse 
of territory, it is to be expected that these syndicates 
encounter a wide variety of tastes and opinions. These 
they try to sort and catalog in an endeavor to secure the 
sort of merchandise in the type of package that will 
appeal to different temperaments. All agree that a 
plausible gift, purchased for Christmas, should be pack- 
aged and the opinion is nearly unanimous that removable 
gift wrappings are coming to be preferred to other types 
of holiday packaging because the merchandise may revert 
to everyday selling without loss of time and money. 
Collapsible gift boxes are also in demand in some in- 
stances for they conserve space in crowded stock rooms 
and under counters. 

These syndicates working directly with manufacturers 
and department store buyers are in closer touch with what 
is going on in the way of packaging activities than any 
other agency, and from them we gleaned many timely 
opinions. For instance, many department stores like to 
have certain types of merchandise packaged in sets be- 
cause it is a grand way to sell more merchandise. One 
sizable store, last Christmas, selected attractively pack- 
aged sets from various departments and displayed them 
along the center aisle on the first floor. Those sets 
practically walked out of the store just because they were 
appropriately packaged. They were suggestive of 
pleasing gifts. 
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Buying syndicates, too, consider every department a 
potential gift department, even to large items and utility 
merchandise, and according to them, this wide range of 
gift possibilities has been made apparent only through 
proper packaging. They cite a homely example in towels 
and face cloths. These couldn't really be called gifts in 
themselves. If they were received by the dozens and 
piled on shelves or even displayed on counters, they 
would not have the least appeal as a holiday gift. But, 
arranged in sets in an appropriate package they im- 
mediately enter the field of gift merchandise and a most 
lucrative holiday item they become. By their package 
they become endowed with a certain appeal that makes 
them a gift where they were before merely utility, every- 
day merchandise. 

According to one of the syndicates contacted, the field 
for such packaging is still wide open, but the main draw- 
back to more extensive work along these lines is the 
question of cost which is tossed back and forth like a 
football between manufacturer and retailer without any 
satisfactory settlement in sight. The manufacturer says 
the additional cost of the Christmas package cannot be 
absorbed as part of his operating cost; it cannot be added 
to the cost of the merchandise, or right away the retailer 
squawks. The retailer on the other hand says it doesn’t 
belong in his operating cost, and the whole question 
reaches a dead end. Of course, if the volume in any par- 
ticular outlet is sufficient, the manufacturer may feel he 
can afford to invest a certain amount in Christmas cheer. 
In fact, the more a retailer can sell, the more willing is 
the manufacturer to provide Christmas packaging, but 
this volume would undoubtedly apply only to larger 
stores and the others must struggle along until, through 
closer cooperation and understanding between the two, a 
solution is reached. 

Another syndicate has observed that stores in the 
lower stratum like to imagine themselves a little higher 
class than they really are in taste. They may strive for 
recognition by elevating packaging standards and their 
difficulty is that they may elevate them right over the 
heads of the class of people they are trying to sell. They 
suffer from misplaced notions of packaging and its ap- 
plication, and hence, are inclined to belittle the value of 
all packaging as it relates to their own store. From the 
same source we learn that sometimes a store’s choice of 
a white box or plain colored box used as a gift package 
all year around, is dictated by economy. ‘Christmas 
comes but once a year’’ and usually the store doesn’t 
want to carry over a design from one year to the next. 
If a special box is planned, they may have a quantity 
left with practically no use in sight and no storage space 
available in which to keep it. So these stores depend 
upon wrappings and tyings as a means of achieving their 
Christmas effects. 


introduction of a Packing Clinic 


The retail outlet in deferring and catering to the 
‘vishes of its customers, must at the same time choose 
ift merchandise that can be handled profitably by the 


store. No one is in a position to design a thoroughly 
practical package who hasn't at least a superficial knowl- 
edge of the methods and mechanics of a retail store. 
Merchandise coming into the store doesn’t go directly to 
the department in which it is sold. It isn’t immediately 
placed upon display. It may be, of course, in small 
stores but department stores of any size have a receiving 
room which all packages must go through. They must 
be marked and placed in a stock room from which new 
merchandise is furnished to replace that which moves off 
the shelves. Consequently merchandise must be so pack- 
aged, and the package so constructed that it will stand 
this inevitable and mechanical means of reaching the 
point where it is first made possible for the customer to 
see it. Then it must be of a size and shape to fit practi- 
cally into the arrangement of the display shelves and cases 
with an individual display value to attract the cus- 
tomer to the point of purchase. 

After the customer has chosen her gift, it encounters 
another mechanical process by which it leaves the store. 
If the customer is taking the package with her, the 
matter of wrapping is usually a simple and fairly harm- 
less operation to any type of merchandise or package. 
Ordinarily a bundle desk is located at each counter where 
the package is wrapped and delivered to the customer. 
After that point it is up to the purchaser to deliver the 
package safely to her home and usually she is sufficiently 
interested in the purchase to be reasonably careful of the 
bundle after she leaves the store. 

On the other hand, suppose she decides to have the 
package sent to her home. Then it travels with thou- 
sands upon thousands of other packages to the packing 
room where with its sales check it is developed into a 
package for shipping. It may be rolled in corrugated or 
packed in a folding box, depending upon the fragility 
of the merchandise and perhaps the department from 
which it came. Then it goes along with other packages 
through conveyor belts to different bins or sections 
from which delivery trucks pick up their loads. It is 
loaded into a truck where it rides for miles around the 
city until it eventually reaches its destination, the home 
of the woman who made the purchase. No package is 
well designed unless it has gone through this entire 
chain of retail merchandising and delivery, and reached 
the home of the consumer in the same good condition 
as when it left the box manufacturer’s inspection desk. 

Naturally, the department store’s own facilities and 
methods of packing the merchandise for delivery as it 
is sold must be sufficient to insure prompt and skillful 
handling and provide a measure of protection for the 
manufacturer's package. This matter of packing has 
become of such importance to department stores that at 
least eleven of the more prominent in New York, Phila- 
delphia and Newark have become members of the Ad- 
vanced Packing Seminar and Clinic organized and 
directed by Mrs. Ida J. Searles. Packing executives and 
their assistants enroll for a ten weeks’ course and the 
weekly meetings are devoted to discussing packing 
problems. From the wealth of information possessed 
by the members, it is hoped that there may be evolved 
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to be willing to confer together for the better under- 
| standing of each on matters pertaining to packing. Since 
the original packaging by the manufacturer must also be 


B | G G E. R P re O Fl TS | considered as it relates to later packing by the store, this 


clinic would seem to possess unlimited opportunity for 


a simple rule of practice which may be adopted by all 
* the stores. It is significant that department stores are 
sufficiently interested in this phase of retailing technique 
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bettering the entire packaging situation. 

In working closely with the stores represented in the 
Packing Clinic, Mrs. Searles has had occasion to ob- 
” serve the advantages and disadvantages of prepacked 

Lost dollars and lost min- merchandise prepared by manufacturers. As a result of 
utes are gone forever. Is her observations, she feels that prepacked merchandise 
is a boon to the busy retail store if it is accomplished 
; ; with intelligent appreciation of its function. However, a 
losing dollars and minutes manufacturer may pack his merchandise in what seems 


today...right now? It can’t to be an appropriate package, but neglect to provide 
happen with the MILLER proper separation for the pieces, or suitable shock ab- 
sorbers. Perhaps the pieces are not bound together 
WRAPPING MACHINE tightly enough so that there is a shifting about of the 
guarding costs. | merchandise during its transit from factory to retail 
store, causing damage even before it gets to the point 
where it may be displayed for sale. The idea of prepack- 
ing merchandise, when it first appeared about ten years 
ago, was considered good business because it was an 
obvious time saver, but it suffered a relapse from which 
it is just now recovering. When it first came into use, 
a j manufacturers were willing to put the necessary amount 
4 an of money into it, and then for one reason or another they 
_. [ a began to cut down on the cost of materials and packing. 
3 Consequently, the merchandise was likely to arrive at 
the store in a damaged condition and this happened to 
| such an extent that it became necessary for retail stores 
| to open all prepacked merchandise for inspection. This 
Instantly was so discouraging and took so much time that a num- 
ber of stores cut it out entirely. Naturally, retailers 
had much rather have merchandise come into the store 
Has wide ae aS prepacked, for it saves time but it requires constant 
| SS | watchful effort on the part of the manufacturer to do it 
wy properly and efficiently. 
On rollers, . Mrs. Searles feels that prepacked merchandise is par- 
| ticularly desirable at the present time, for with increased 
-- nf A dr | volume to handle, many stores are pressed for space. 
Low-priced : <  wee | At the same time, merchandising plans call for the spon- 
| soring of special sales on certain items at definite seasons. 
| Usually the retailer orders a quantity of merchandise to 
| be delivered as wanted. If he has asked for delivery on 
| what he feels is a sufficient amount to carry him for two 
| or three days and then finds that it is all moving out the 
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for the next morning’s business. Supposing he needs 

| 2000 pieces for the next day’s selling. If the manufacturer 
has not prepared it in individual packages, the store can- 
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these difficulties do not occur and the sale ‘runs its course 
smoothly and without noticeable hitches. This situation 
holds true, particularly at Christmas time, when many 
stores have inexperienced help and haven't time to 
train them to any great extent in proper packaging. 

According to Mrs. Searles, merchandise prepacked in 
transparent cellulose is increasing in popularity although 
there are pitfalls to be avoided in this type of packing as 
well. If the cellulose is stretched too tight and comes in 
contact with moisture or excessive heat, it may split, 
making the package useless and bothersome to the store. 
If it were possible for manufacturers to concoct and ad- 
here to standard rules of packing with this material, 
retailers wouldn’t so often lose profit on items so packed. 
Printing on cellulose wrappings has opened unlimited 
possibilities. Merchandise is protected but the customer 
can see the article and the printing on the wrapping tells 
clearly what it is, what it does and what it doesn’t do. 
Then, too, additional special cellulose wrapping on 
standard merchandise for the holiday season is easily re- 
moved so that the item may be returned to regular stock. 
There is nothing worse than post-holiday boxes, wrap- 
pings, or tyings, or for that matter, anything dealing 
with the season just passed. 


Gift Packaging—the Manufacturer’s View 


Any manufacturer who considers packaging an 
integral part of his merchandise has already accom- 
plished half his job. It is a fact, that the production of 
the largest manufacturer is not for the manufacturer 
himself, but for the consumer. Too often his main 
thought is to get his merchandise on the market. He 
expends a great deal of time and effort in perfecting his 
product, trying to make it just the best of its kind on the 
market, which is a laudable ambition. But when it 
comes to providing a setting for that product that will 
enhance its appeal so that consumers will recognize at a 
glance that here, indeed, is a superior product, he often 
slips miserably. His thought seems to be concerned with 
getting the merchandise into the store and stops right 
there. No matter how good a piece of merchandise 
may be, nor what classification it may fall into, the manu- 
facturer is positively short-sighted when he stops his 
thought at this point, for unless the merchandise con- 
tinues through the store and finds an outlet to the con- 
sumer, all his hard work is of no avail. It is only that 
necessary function of the merchandising chain that 
brings re-orders. 

This point of view has been proved beyond a shadow 
of doubt through the merchandising of Cannon Towels. 
It has been customary with this company for some years 
to get out an ensemble set for holiday selling, sometimes 
consisting of but one special box, sometimes two or 
three, as the case might be. Invariably, the sets of wash 
cloths, face towels and -bath towels were stretched 
tightly over boards and sewed or pinned to make them lie 
flat so the packages would pile well on retail shelves. 
Last year, for the first time, Cannon departed from this 
time-honored custom, with the simple, logical thought 
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them, inserts them in position and crimps | 
The can is filled | 








of making towels appear as they would in the linen closet 
of the customer’s home. The pieces were folded and 
rolled in a more or less natural way and tied with ribbon, 
giving them a soft, fluffy effect. Boxes were designed to 
provide a pleasing background for the deep pastels of 
the towels themselves and were entirely different in 
shape from any previously produced. For example, a 
huge bon-bon type box was made up, in cherry red and 
white, with the towels resting against a white back- 
ground. One of the best selling boxes had a white paper 
background strewn with pink flowers. The face cloths, 
hand towels and bath towels were placed in separate 
upright sections inside. A certain number of boxes have 
to be designed to include bath mats and for this purpose 
a deep, square box was produced in the same cherry red 
and white as the bon-bon box. The conventional pack- 
ing of towels in sets is five or seven pieces and in planning 
their new boxes Cannon adhered to this custom since 
they felt it inadvisable to get too far away from tradition 
in this first attempt. 

There is always a call for an inexpensive package and 
Cannon's fourth package falls into this class, retailing 
at $1.00. This was the only package in which the 
towels were laid flat in the old way and wrapped in 
transparent cellulose, but the box itself fitted harmoni- 
ously with the others having a red bottom and white 
top sprinkled with silver and red figures. 

These packages are designed entirely from the point 
of view of trying to make the merchandise appealing to 
women. The outside of the package is given a spectacu- 
lar tone intended to stop the woman as she passes by. 
The packages serve to spotlight the merchandise just 
as displays in store windows are designed to spotlight 
the merchandise. They are simple and less tricky for 
the mill to handle. They save the cost of stretching the 
towels and pinning them onto boards. That saving in 
cost is put into the package and the new boxes make an 
easier, more natural way to show the towels. They have 
to be practical so the stores can handle them easily 
without danger of breakage and must be typical of the 
quality of Cannon goods. They are not planned with 
any though of re-use in mind, since Cannon feels that the 
idea of trying too hard for re-use features is putting the 
cart before the horse. The first and real purpose of any 
package is to enhance the value and appearance of the 
merchandise, and not to provide a package for some 
extraneous purpose. If the woman likes the box and 
wants to use it for something else after the original 
merchandise has been taken out, so much the better, but 
Cannon doesn't plan it that way. 

What happened when these packages appeared? 
Cannon’s sales jumped between two and three times 
ahead of the old towel packages. Why? Because the 
merchandise was made to look as the customer wanted 
it to look in her own home. It was merchandised to the 
customer's point of view rather than from the manu- 
facturer’s vision of merchandise he hoped to sell. 

Cannon also has a series of boxed face cloths, towels 
and such for all-year-round selling as bridge prizes and 
gifts for all occasions. Extensive plans are afoot for an 
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The closures of these bottles of deliciously flavored sauces are held tightly in place with 


SYLPHSEAL Bands 


(Reg. U.S. Pat. Off.) 


SYLPHSEALS not only protect the bottle closure, but they aid in retaining the flavor of the product. They also 
add an attractive note of finish to the closure. § Manufacturers of bottled food products are coming to realize 


the many services rendered by SYLPHSEALS in the protection of their products for consumer acceptance. 


Manufactured by 


SYLVANIA INDUSTRIAL CORPORATION 
Works: Fredericksburg, Va. 


Executive and Sales Offices: 122 East 42nd Street, N. Y. 


BRANCH SALES OFFICES 
427 West Randolph Street, Chicago, Il. 
120 Marietta Street, Atlanta, Ga. 
809 Santa Fe Building, Dallas, Tex. CANADA 
201 Devonshire Street, Boston, Mass. Victoria Paper and Twine Co., Ltd. 


260 South Broad Street, Philadelphia, Pa. ee Toronto and Montreal 


PACIFIC COAST 
Blake, Moffitt & Towne 


Offices and Warehouses in Principal Cities 
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entirely new range of boxes for the coming holidays. 

Another believer in the efficacy of good packaging is 
the Pepperell Manufacturing Company. They have 
found that by packaging their sheets and pillow cases 
in boxes and sets, they have been able to stop a goodly 
portion of the gift business. Neutral colors are chosen 
that can be used all year around although new ones are 
usually introduced at Christmas time. Light colors in 
the box papers made them harmonize with the colored 
borders on sheets and pillow cases and each of this 
company’s five brands or grades of sheets and pillow cases 
has a box of its own. No attempt is made to give them 
a family resemblance. One most effective box for Lady 
Pepperell sheets is in blue and gold with a transparent 
cellulose window and this box is given a holiday flavor 
by inserting an appropriately colored strip of cellulose 
behind the window, different colors being used to indi- 
cate Christmas, Mother’s Day, Easter or whatever the 
occasion may be. 

A special package has been designed for a sheet which 
represents a new thought in sheet making recently 
introduced. The threads in this sheet are strengthened 
where it gets the most wear down through the center. 
Fresh yellow is the color of the box, with fine white 
lines across the top adjoining a wide blue band printed 
in yellow. Around the bottom of the box, the printing 
is in blue against the yellow background. The sheets 
inside are wrapped in transparent cellulose upon which is 
printed the Lady Pepperell trademark together with in- 
formation about the sheet. No labels or stickers are 
attached to the sheet itself, but a small cloth tag is 
sewed on one corner giving the size of the sheet. Women 
like this absence of labels and stickers on the sheet itself 
because they don’t need to go to the expense of launder- 
ing new sheets before they can be used. It is apparent 
that no pains have been spared to make these boxes 
attractive to women and helpful to the sales clerk in the 
retail store. Too often such textiles are inadequately 
packaged with resulting markdowns and losses to the 
store through soiling. 

It would seem that sheets and pillow cases offer a 
splendid opportunity for appropriate packaging. Colored 
sheets and pillow cases could be packaged in mahogany, 
or maple colored paper boxes giving an idea of just how 
they would look used on beds made of these woods. 
This thought is certainly in harmony with the trend of 
packaging from the customer’s point of view. 

If manufacturers have any doubts about the advantages 
of spending a few extra pennies to keep their packages 
definitely in line with customer thinking, they have 
only to turn to the exhibition houses which have been 
set up all over the country by progressive department 
stores and utility companies. These ‘‘Model Homes’’ 
as they are often called, have not only added to the en- 
lightenment of their customers about correct and proper 
assembling of home furnishings, but they have included 
all the little decorative niceties that enter into the crea- 
tion of a livable home. For many years department 
stores have set up and furnished individual rooms. That 
feature isn’t particularly new, but the person who has 











@ In its setting of Beetle this Coty set is a display in itself. Bottles can 
be stood up or laid in their niches. If spilled in use, the liquids cannot 
mar or discolor Beetle’s surface. 





® Molded of Beetle on a delicate, intricate scale, this Helena Rubenstein 
Weekend Kit can be carried unobtrusively in handkerchief or bag. 
Beetle’s inertness protects the contents. 


BEETLE PRODUCTS DIVISION OF AMERICAN CYANAMID COMPANY 
34 ROCKEFELLER PLAZA, NEW YORK, N. Y. 
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followed the evolution of these rooms into the smart and 
highly effective merchandising medium they have be- 
come today, will notice the introduction of one or more 
linen closets in every one of these miniature furnished 
homes. Sheets, pillow cases and towels are all arranged 
neatly on shelves and tied with ribbons to indicate how 
they can be disp’ayed in the home. When a woman sees 
such a display she is more often than not seized with the 
desire to fill in her own supplies. She wants to get 
everything it is possible for her to purchase in accordance 
with the size of her budget in order that she may take 
pride in her linen closet. 

Not only that, but notice the ‘closet shops’’ that have 
sprung up in every department store in the country and 
the enviable profits they have brought to the store since 
they have been introduced. In these closets you will find 
all sorts of novel hangers, bags to hang clothes in and 
rigid transparent cellulose boxes for hats. This is one 
idea that only had to be introduced to swamp manu- 
facturers so they couldn't possibly make deliveries at 
Christmas time last year. Why does such a spurt of 
interest come from the development of a transparent box 
in which a woman can keep her hats on her closet 
shelves? Because it is the customer's visualization of a 
packaging idea in her own home. She likes to have her 
hats where she can see them and get at them without 
pulling down one box after another, wondering where she 
can have put that little straw or felt with the blue bow 
she has a sudden yearning to wear. She was willing to 


New 
Modern e 


Better @ 


ANIGRAPHIC PROCESS - 


A PERFECTED METHOD OF PRINTING ON GLASS AND PLASTICS 


Inexpensive, Line or Halftone 
Permanent or semi-permanent 


One, two, three or four colors 
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spend anywhere from $1.50 to $5.00 each for these boxes 
in which to keep her hats and wanted to buy them in 
such quantities that it wasn’t possible to supply the 
demand. Because it was a utilitarian package she was 
willing to pay for it inno uncertain amount. This alone 
should indicate that merchandise well packaged to the 
customer’s way of thinking would find no sales barrier 
even if the cost of the package was added in. 

In many towns, department stores and utility com- 
panies, usually cooperating with a builder, have spent 
thousands of dollars on these model homes just to indi- 
cate how their merchandise fits into the present scheme 
of living. The homes have been phenomenally success- 
ful. The amount of money put into them has almost 
invariably proved a good investment from the stand- 
point of the actual sale of new merchandise, and in al- 
most every instance, the house has finally been sold at 
a price which leaves the effort without any particular 
cost. Some stores, whose floors are spacious enough to 
accommodate such exhibition houses, have set them up 
inside their own stores, like Sloane’s, Wanamaker’s, 
Macy’s and others in New York, Philadelphia, Wash- 
ington and Boston. How is this related to packaging? 
It is simply showing the merchandise as the customer 
wants to see it before she buys it. It is packaging a room 
instead of an individual piece. The room itself is the 
package for all the furniture and in displays that are suc- 
cessful, you seldom see furniture set up with an inade- 
quate background. Stores would not think of going to 











Anigraphic Process, Inc. 


305-13 E. 45th St., New York 


Murray Hill 4-0136 Ask to see samples. 
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® SAMPLE BOOKS SHOWING OTHER COLOR COMBINATIONS & DESIGNS MAILED UPON REQUEST 
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the expense of arranging curtains, beautiful drapes, rugs 
and furniture against a plain white background or wall 


with no thought of paint, which would suggest that-a 


perfectly plain white package is not a universal treat- 
ment for all sorts of merchandise. Each room in these 
homes is given the individual treatment which a pack- 
age deserves. 

One concern in Long Island went so far in suggesting 
the home as a package for all its contents as to com- 
pletely envelope a newly completed, fully equipped model 
home with transparent cellulose, neatly parted in the 
center with a zipper and encircled with wide ribbon tied 
in a huge bow. 

These considerations in themselves should be con- 
vincing to manufacturers that the packages customers 
want are worth whatever the cost. The customer, defi- 
nitely sold on an item as a gift or for her own use, 
doesn’t hesitate because of the few additional pennies 
it May cost. 

Paper manufacturers are continually striving for new 
colors and designs which they hope box manufacturers 
will buy; box manufacturers in turn choose what they 
feel the manufacturer of goods will like, and from the 
wealth of available material the retailer chooses what 
he believes the consumer will buy. Obviously there 
must be a straight line of thinking from the fellow who 
creates the design down through the retailer to the custo- 
mer, and the customer's point of view is really the one 
objective that should be held up and examined before 
a pencil is put on paper to create a design. 
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Hynson, Westcott & Dunning, Inc., of Baltimore, first intro- 
duced its now-famous Thantis Lozenges to the medical profes- 
sion in 1931. These efficient tablets have enjoyed remarkable 
popularity ever since, giving the public valuable protection 
against throat affections in cold, raw, and rainy weather. 
Kimble glass vials share in’ this unusual sales success, serving 
as convenient unit containers for the lozenges packaged within 
the counter carton holding a dozen vials. The tablets can be 
removed easily from the Kimble shell vial, there being no 
constriction of the vial neck. Cork closures are used, fitting 
against the tablets to prevent excess motion, or splintering. 
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San Money 
WITH TRIANGLE MACHINES 


Triangle Machines, whether purchased outright, or on our 
lease purchase plan, pay for themselves with the savings they 
make. Model SNA Combination Auger Packer & Finishing 
Weigher shown above is extremely efficient for the quick 
accurate filling of such commodities as gypsum products, 
paint, powders, calcimines, insecticides, flour, and all dry 
powders, into any style container. Triangle makes a wide 
variety of sturdy, modern packaging machines, including 
carton sealers, net weighers, gross weighers, auger packers, 
filling and measuring machines. 


Let one of our trained engineers study 
your packaging problems and make recom- 
mendations. We'll show you exactly how 
Triangle machines can save you money. 
Send today for a copy of ‘Practical Pack- 
aging,’’ our new magazine filled with 
helpful packaging information. 





ACK AGE 
COMPANY 


TRIANG 
MACHINER 


907 No. Spaulding Ave., Chicago, Ill. 
50 Church St., New York 111 Main St., San Francisco 


FOREIGN OFFICE 44 WHITERALL-STREET, oN 7 6 
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Despite all advantages our custom- 
Talk 


over your packaging problems with 


ers pay littl or no more. 


a Ferdinand Buedingen salesman. 
His expert knowledge may prove 
invaluable. There is no obligation, 


of course. 


FERDINAN 
BUEDINGE 
COMPAN 


INCORPORATED 
ROCHESTER - - - NEW YORK 
New York Office, 55 West 42nd St. 
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From Ore to Finished Package 


A notable contribution to the subject of materials 
from which modern packages are made is to be found 
in the 144-page illustrated book ‘“‘Tin Plate and Tin 
Cans in the United States.’’ This fascinating study 
describes the tin plate industry in detail, beginning with 
the iron and tin ore and interestingly following through 
the stages to the finished packages made from tin plate. 

The International Tin Research and Development 
Council, which sponsored this book, is composed of 
delegates appointed by the Governments of the principal 
tin producing countries. The council was established 
for the purpose of acquiring and disseminating scientific 
and technical knowledge relating to tin, its alloys and 
chemical compounds, the processes involved in the 
production of these materials and their applications. 
Through these researches and other activities the Coun- 
cil seeks to discover and develop new industrial applica- 
tions as well as improving products and processes. 

The present publication was prepared by Battelle 
Memorial Institute, Columbus, Ohio, as a part of the 
research program on uses for tin sponsored by the coun- 
cil. It has been published as Bulletin No. 4 in their 
series covering fields in which tin is used. 

In organizing the tremendous amount of information 
which was gathered in this research, Dr. Bruce W. Gon- 
ser, metallurgist of the Battelle Memorial Institute, 
has presented the fascinating subject under six major 
classifications, as follows: 


1. Tin Plate and the Canning Industry 

2. Development of the Tin-Plate Industry in the 
United States 
The Manufacture of Tin Plate 
The Applications of Tin Plate 
The Manufacture of Tin Cans 
The Future of the Tin-Plate Industry in the United 
States 


Inasmuch as no authoritative description of the 
modern manufacture of tin plate and tin cans has been 
available in print, this gives additional significance 
to the present work. 

Although the tin can is given little consideration by 
the average consumer, other than as a simple and ef- 
ficient container, back of its production is an interesting 
story of development and many steps, both in the produc- 
tion of the raw materials as well as the final can-manu- 
facturing operations. These steps are adequately cov- 
ered taking the reader on a word-journey through the 
mining, smelting and refining operations of the crude 
ore, the coating of the sheets with a protective film one- 
fortieth as thick as the diameter of a human hair, 
through the printing of the finished plates, their cutting 
and forming and finally into their filling with high- 
speed automatic machinery. 

Manufacturers interested in tin plate and can making 
may obtain copies of this bulletin, free of charge, by 
writing to the International Tin Research and Develop- 
ment Council, 149 Broadway, New York. 
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Belated Credit to Designer of 
All-America Winner 


In the compilation of The Roll of Honor (Gold Award) 
of the winners of the 1936 All-America Package Com- 
petition, published in the March issue, credit to the 
designer of the William Jameson Irish American Whiskey 
packages was unintentionally omitted. Acknowledg- 
ment is therefore made to Theodore W. Mihm, and, may 
we add, our sincere congratulations for a job exception- 
ally well done.—Editor. 


PLANTS AND PERSONALITIES 
(Continued from page 102) 


PETTINGELL AND FENTON, INC., 630 Fifth Ave., 
New York, announces the appointment of Royal C. 
Gordon as associate to Roy M. Staulcup, director of mer- 
chandise display division. Mr. Gordon has been with 
the E. I. DuPont De Nemours Company as package de- 
velopment engineer and merchandise counsel with the 
Cellophane Division. Before his appointment to this 
agency, Mr. Staulcup had been designer and display 
counsellor to leading chain stores and industrial com- 
panies throughout the United States. A manufacturing 
unit has been set up to produce counter and window dis- 
plays and-traveling units, created by this department. 


CELLULOID CORPORATION announces that it has 
organized a technical sales and development division 
whose primary function is to give technical assistance to 
customers using Protectoid transparent packaging mate- 
rials for packaging applications of all types; and to those 
who use Lumarith in its various forms, that is, sheets, 
rods, tubes, rolls and molding powders. Lumarith 
molding powers will receive special attention because of 
their adaptability to injection molding (die casting) a 
development of considerable interest to the plastics 
industry and trade molders. 

Millard Demarest will head the new department, 
assisted by Ralph E. Porzer, formerly a member of the 
research laboratories of the company at Newark. In 
addition, Celluloid Corporation has engaged Willis M. 
Lester for merchandising research. Mr. Lester was 
formerly with N. W. Ayer & Son, Inc., and Sears Roe- 
buck & Co. 


WINDOW DISPLAY SYNDICATE, INC., with gen- 
eral offices at 215 W. Ontario St., Chicago, IIl., and sales 
offices at 220 Fifth Ave., New York, maintains qualified 
service for the installation of window displays. Through 
an arrangement with Dennison Manufacturing Com- 
pany, the former company combines its national window 
display installation service facilities with Dennison’s 
facilities for the design and production of unusual win- 
dow display sets and materials. The following are 
officers of Window Display Syndicate, Inc.: Harve 
Ferrill, president; A. S. Haugan, vice-president and 
secretary, is in charge of sales; S. B. Holtz is in charge 
of the New York office. Mr. Ferrill is in charge of 
general operations, with headquarters at Chicago. 





SAVE MINUTES 
AND MONEY 


with Peters Packaging 








Equipment 


These PETERS automatic carton packaging machines 
reduce production costs tremendously and step-up 
production to large proportions. 


They not only handle cartons rapidly but enable the 
user to take advantage of the economical ‘‘Peters 
Style’ carton which is used extensively for sales 
appeal, accessibility to product after opening package, 
and to completely envelope product in a lined carton. 


The JUNIOR and SENIOR Forming and Lining 
Machines illustrated above set up from 35 to 60 
cartons per minute. Other machines for automatically 
folding and closing cartons after filling. 


Write for complete facts. We will gladly send them 
to you. 


PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 
4700 RAVENSWOOD AVENUE, CHICAGO, ILL. 
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Announcement of the formation of the UNITED 
BREWERS INDUSTRIAL FOUNDATION was made 
at a luncheon at the Waldorf-Astoria, April 14. The 
purpose of this organization is to create a central authori- 
tative source through which the brewing industry may 
interpret itself to the public and through which the 
changing desires of the public may be transmitted to the 
nation’s brewers. 

The directorship of the foundation includes the 
following brewers: Colonel Jacob Ruppert, William 
Piel, Rudolph J. Schaefer, Herbert Charles, G. L. Becker, 
S. E. Abrams, Carl W. Badenhausen, James R. Nichol- 
son, Theodore Hoffacker and Adolph Coors, Jr. 

The foundation, which already represents more than 
half of the volume of the American brewing industry, is 
organized and functioning in its activities supported by 
voluntary contributions of the brewers in every part of 
the country. 


THURMOND MUDD, formerly with J. C. Penney 
Company and merchandise department of Sears Roebuck 
& Company, is now located in Los Angeles at 1839 West 
65 Place, where he is engaged in merchandise develop- 
ment and market research for advertising agencies, re- 
tailers, wholesalers and trade associations on the Pacific 
Coast. 


FOR DRY CLEANING BOTTLES 


(Continued from page 104) of the bottles of their own 
accord. Exhaustive tests on actual installations of this 





equipment have shown it to be much more efficient than 
former, upright bottle cleaning methods. 

The actual cleaning machine and the compressed air 
unit are separate items which can be purchased together 
or separately. A single, standard compressor will take 
care of one cleaning machine or a larger central compres- 
sor to take care of three or four cleaning units can be 
furnished if desired. 

A number of well-known manufacturers throughout 
the country have already expressed an interest in this 
machine, and several successful installations are now in 
operation. The machine is produced by Pneumatic 
Scale Corporation, Ltd., Norfolk Downs, Mass. 


Now Color by Wire 


Using two new tools of science, research colorists at 
The International Printing Ink Corporation are sending 
color samples by telegraph—‘‘colorgrams,’’ they call 
them. Colorgrams represent the most accurate means 
of color transmission. Advertisers, printers, designers, 
painters, cosmeticians, and anyone else who deals with 
color soon may be sending color specifications and re- 
ceiving color matches by this fast and precise method 
of ‘‘wiring’’ color. Laboratory men at IPI already have 
sent several ‘‘colorgrams’’ from New York when rush 
requests for color matches have been received from 
Chicago. 

How colorgrams came into being? Western Union 
has recently opened a new facsimile service to commercial 





SUGGESTIONS 


The ability to mold plastic containers of outstanding ex- 
cellence derives from experience and a sincere feeling for this 
most modern of arts. 

With that brief reference to quality—the Kurz-Kasch measure 
of quality, if you please—several standard styles and decora- 
tive effects are here suggested for the fall and holiday pack- 
aging of your particular products. 

Entrust your plastic container requirements to Kurz-Kasch. 
From these eye-arresting and sales-stimulating styles—and 
there are many more of equal attractiveness available—make 
your selection. Quality craftsmanship and dependable deliv- 
eries assured. No extra charge for use of molds. 

Perhaps you may prefer to submit your conception of some 
new style. Whatever the status of your packaging needs for 
the fall and holiday trade, Kurz-Kasch is equipped to render 
a real service. 


KURZ-KASCH Ince. 


DAYTON, OHIO 


Offices in 
New York, Chicago, Cleveland, Detroit, St. Louis, Los Angeles, 
Dallas and Milwaukee 





KURZ-KAS 
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Here, two yellows are being sent by wire to Chicago from 
New York via Western Union's new facsimile process. It tele- 
graphs line impressions. The spectrophotometer, automatic 
color analyzer in service at International Printing Ink‘s. labora- 
tories, charts the characteristics of any color on graph paper 


use (between New York and Chicago and New York 
and Buffalo). This process transmits by telegraph any 
line impression—handwriting, drawings, curves, and 
similar designations. 

In IPI’s Research Laboratories, a recently-developed 
machine called the recording photoelectric spectro- 
photometer is used for analyzing, matching, and stand- 
ardizing colors. Invented at Massachusetts Institute of 
Technology, the ‘“‘Specter’’ has been found to be an 
analyzer much more precise than the human eye. It 
detects color variations that the eye could never see at 
all, and it accurately distinguishes between more than 
two million different colors. 

Through a complex photoelectric system, the Specter 
charts in four minutes on a sheet of graph paper the 
characteristics of any color. Every color has its own 
individual graph curve. By examining these curves, 
engineers can easily determine the reflectance properties 
of any color, or they can tell whether colors match. 
No two curves are exactly alike, unless they are for the 
same color. So an absolute match is assured when two 
curves coincide. 

Western Union's facsimile service makes it possible to 
send Specter curves by wire. Thus scientifically ac- 
curate color specifications or color matches can be tele- 
graphed in a few minutes to printers, advertisers, de- 
signers, or anyone who needs a color analysis in a hurry. 

Now that the spectrophotometer’s analyses may be 
transmitted by wire, the field of application for this 
instrument widens. Perhaps manufacturers of cos- 
metics will send ‘‘Colorgrams’’ from New York to the 
hinterlands showing just what the latest shade of 










































Perhaps the strongest appeal 
at point-of-purchase is that of 
sight. Soldiers on dress pa- 
rade are always more attrac- 
tive to the eye than those in 
dull service drab. Andso it 
is with packages. Watch the 
buying public ...see them 
reach for the bright, lustrous 
units that sparkle and call at- 
tention to themselves. And 
more particularly, see them 
reach for Lusterloid packages. 





Use Lusterloid for your next 
packaging job. It’s strong, 
tough, unbreakable—y et 
light in weight. It’s smooth, 
grainless surface is adaptable 
to cylindrical shapes and ac- 
cepts fine printing in trans- 
parent and opaque colors. 





When you require the un- 
usual in packaging, consult 
this organization. There's no 
obligation. We'll be glad to 


assist you. 
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CONTAINER COMPANY, INC.- 











SOUTH ORANGE 


Formerly Lusteroid Division of 
THE SILLCOCKS-MILLER COMPANY 


10 PARKER AVENUE, WEST 
2 NEW JERSEY 
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American Sugar Company 

Anheuser-Busch, Inc. 

P. Ballantine and Sons, Inc. 

Beatrice Creamery Company 

The Borden Company 

Canada Dry Ginger Ale, Inc. 

The Cliquot Club Company 

Coca Cola Company 

Colgate-Palmolive-Peet Company 

Dairymen’s League Co-Operative 
Assn., Inc. 

Hiram Walker and Sons, Inc. 

The Hoffman Beverage Company 

Libby, McNeill and Libby 

National Dairy Products Company 

National Distillers Products Corp. 

Premier Pabst Company 

Parke, Davis & Company 

Peter Paul Company, Inc. 

Procter and Gamble Company 

Schenley Products Company 

The Vick Chemical Company 

Welch Grape Juice Company 


SUCH DOMINANCE ... MAINTAINED 


OVER THE YEARS IS PROOF OF THE 
ECONOMY AND PERFORMANCE OF 


<I . PRODUCTS. 


Call upon any of our factory branch 
offices for engineering advice or 
aid ... without obligation. 
Established 1901 
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Boudoir Blue Mascara or Passionate Peach Suntan Powder 
is like. The Specter, being a cold and unemotional 
apparatus, could dispassionately record the most exotic 
colors in the beautician’s palette. And Western Union’s 
facsimile equipment could transmit the resulting color- 
grams with equal detachment. 


Metallic Finish Plastic Caps 


A new departure in plastic caps is the application of 
metallic finishes to their exposed surface—a process 
whereby the cap incorporates all of the advantages of a 
plastic closure and at the same time presents a brilliancy 
of finish that is particularly desirable in many instances. 
The attached illustration shows a number of such caps, 
known as the King design, which have been produced 
by the Victor Metal Products Corporation, 196 Diamond 
St., Brooklyn, N. Y. These caps can be furnished in an 
unlimited range of metallic finishes and also in stippled 
colors, the latter in one or more colors. It is possible 





to apply such finishes to the entire exposed surface of a 
cap or to part of it. Thus, if it is desired to obtain a 
two-color effect—such as gold and black—the side of 
the cap can receive the finish while the black plastic of 
the top remains untreated. 

The company has found by test that the finish will 
stand up against alcohol and nail polishes and that the 
finish is permanent, although it is advised that customers 
make their own tests for suitability to their products. 


Largest Plastic Molding 


The largest plastic piece ever molded, the new Wake- 
field 1000 watt reflector, measures 26'/2 in. in diameter, 
11'/2 in. in depth. Its relative size may be judged by 
comparison with the scale housing, which held the 
record until now, and which had a total area of 252 sq. 
in. The new reflector has an area of 550 sq. in. 

Molded of Plaskon by the General Electric Company 
for the F. W. Wakefield Brass Company, the reflector set 
several other records. The heat treating cycle for the 
mold was about one week, and the quenching operation 
required 5,000 gals. of oil with a 10,000-gal. reserve, or 
15,000 gals. of circulated oil. Gross weight of the steel 
for the mold was 8 tons, and net weight of the finished 














WIRE STITCHED BOXES 


fi . ' deliver your products safely and in the best 








possible condition. When a box is wire stitched, 
it remains stitched, unaffected by moisture 
conditions in storage or in transit. Wire stitch- 
ing utilizes the entire strength of either corru- 
gated or solid fibre board, and makes a sturdy, 


rigid box. Stitching equipment is low in cost; 





stitching wire is inexpensive. 


THE BLISS BOX AND 
BOTTOM STITCHER 


wire stitches all kinds of Set-up Boxes, Display 
Boxes, Telescope Boxes, Small Cartons, and 
Shipping Containers at high speeds and surpris- 
ingly low costs. No adjustments for bottom 





BLISS BOX AND aaeeene stitching various sizes. Quickly changed for 
STITCHER box stitching. 





' Ask for further information on advantages of Wire Stitching 


DEXTER FOLDER COMPANY 


28 W. 23rd STREET, NEW YORK 


CHICAGO PHILADELPHIA BOSTON CLEVELAND ST. LOUIS 
Hi. W. BRINTNALL CO., San Francisco—Los Angeles— Seattle 














YOUR BEST 


Salesmen 





Your Packages are your only salesmen that work every minute of the day for you. Smart appealing plastic packages 
with re-use value have repeatedly proved the finest sales stimulant. When those packages are molded by Auburn, 
your package is just that much more valuable. Auburn’s 60 years of experience often makes the difference 
between a sales winning package and just another container. If you want results, consult Auburn now. 


MOLDED PLASTICS DIVISION OF 


AUBURN BUTTON WORKS, Inc. 


AUBURN, N.Y. 
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| mold was 5 tons. The molding was done in one of 4 
large unit pressures under pressure of 1,500 tons which is 
equivalent to the weight of 20,000 men. The reflector 
was designed by Harold Van Doren. 


CONVEYORS IN PACKAGING 


| (Continued from page 111) on page 111 shows the first, 

| second, third and fourth floor plans, with arrows indi- 

| cating the direction of travel. 

| Containers of empty glass are received on the railroad 

siding, and are unloaded direct to the conveyor system, 

| by means of a portable roller conveyor which extends 

| into the car and connects to the permanent conveyor 
system. Two men at this point can unload 5,600 cases in 
eight hours. 

| On the first floor plan, it will be noted that two cars 

| 











can be unloaded without shifting, and the empties pass 
under the platform, and feed to an inclined friction top 
| belt conveyor (30 deg. incline, no cleats) and are carried 
| direct to the top floor, and discharged to a belt conveyor 
| system which completely encircles the empty glass stor- 
| age area. By using two traverse belt conveyors which 
| are reversible, and located in the center of the building, 
_ it is possible with a series of deflectors to reclaim cases 
from any part of the storage area and discharge to seven 
chutes feeding down to a system of gravity and belt con- 
veyors suspended from the ceiling of the third floor, 
which carry the empty glass bottles to the beginning of 
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veyor is a friction-top belt, going down three stories at 
an angle of 30 degrees. 

The filled cases are reclaimed from storage for shipping 
and placed on the lower belt, and these feed to a declining 
friction top belt conveyor which carries the cases down 
to the first floor and they can either be shipped direct to 
trucks or to the freight cars without rehandling. 

With this system there is no backtracking—every- 
thing moves in a direct line. The entire system is pro- 
tected by automatic electric cut-off switches which oper- 
ate when congestion occurs and at points where con- 
veyors come together; anti-jamming devices automatic- 
ally operate, so that it is not necessary to have manual 
labor at these points to watch the cases. 

This conveyor system not only permits the handling 
of a large volume of cases into and out of empty and filled 
storage, but it has also saved considerable floor space, 
which has been estimated at 35 per cent increase over the 
old methods, which stated in terms of cases, means an 
increased storage area of from 30,000 to 45,000 Cases. 
With the conveyor system, two men in the empty glass 
storage stock room keep all of the bottling lines supplied. 
Frequently this amounts to as much as 5,500 Cases per 
day. An additional saving which has been effected by 
the use of this conveyor system and straight line method 
occurs in the receiving of empty glass. Formerly 
twenty-four man-hours were required for the unloading 
of a car of 1600 cases, and to deliver this glass to storage. 
Today, this work is done with the conveyors in eight 


man-hours. Many other economies, such as better 


housekeeping, quicker handling of incoming and out- 
going shipments, the elimination of congestion at the be- 
ginning and the ending of the packaging operation, are 
a few of these that could be mentioned. 


FIRST-AID—FOR SALES’ SAKE 


(Continued from page 87) of the dozen unit and 
the necessity of doing an effective selling job. 

The problem of creating a display to meet these several 
requirements was assigned to the W. J. Rankin Corpora- 
tion, with the result that the combination counter dis- 
play and shipping container illustrated was developed. 
The mechanical construction is simple, being in the 
form of a straight tuck end carton, used to form the base, 
with an extended upright display panel for the illustra- 
tions and copy message. The top of the carton provides 
twelve die-cut openings in which the individual bottles 
are fitted and held firmly in position. The upright dis- 
play panel is scored through the center, so that it may 
be folded down over the tops of the bottles for shipping 
purposes, yet will spring back into position for display 
purposes. A separate, central projecting display panel is 
equipped with tongues which when inserted into slots 
on the upright panel completes the display unit and 
makes it ready for use. 

The display is designed to permit placing the twelve 
bottles of Abbott's First Aid Metaphen in position at 
the factory, folding down the main display panel, 
placing the separate panel on top, and then inserting the 















No. 17-A. Improved 
Automatic Tube Fill- 
ing, Closing and 

Crimping Machine 





YOUR IMMEDIATE ATTENTION IS CALLED TO THIS NEW 
No. 17 Type A IMPROVED AUTOMATIC TUBE FILLING, CLOSING 
AND CRIMPING MACHINE for SEALING COLLAPSIBLE TUBES. 


The famous COLTON CLOSURE machine has been greatly improved and simplified. 
It now offers you these new advantages: 


Motor is underneath, out of the way. 

Equipped with REEVES drive for speed control. 

New design filling head gives a positive free smooth action of nozzle. 
Start and stop push button switch. 


Two hand levers. One for starting machine proper. One for stopping and start- 
ing filling mechanism. 


All of these improvements—yet no increase in price. Write 
today for a sample tube and full information on this machine. 


ARTHUR COLTON CO. 


2602 JEFFERSON AVE., EAST 
MICHIGAN 





DETROIT 
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Upaco chemists have pioneered in solving adhe- 
sive problems since the turn of the century. 


Transparent cellulose presented some real 


stickers. But they solved them. 


Laquer coating, with its hard, glazed surfaces 
posed some specially neat problems. But Upaco 
research chemists turned in the answers in 
record time. 


Now, they ask you, ‘‘Give us some more prob- 
lems to solve. Send us your troubles...and 
we'll help you forget them. When it comes to 
adhesives, we’re trouble hunters de-luxe...so 
give us new worlds to conquer.”’ 


P. S. Of the many hundred 
formulae on our files... 
one was probably devised 
for the 
that’s troubling you. If 
not, we'll delight in find- 

Write 


very problem 


ing the solution. 


us, today. 


UNION PASTE CO. 


200 BOSTON AVE. MEDFORD, MASS. 
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complete display unit in an inexpensive chipboard ship- 
ping container. On receipt, the druggist opens this 
container, lifts off the separate display panel, puts it into 
position, and the unit is ready to go to work on his 
counter. Its appeal to busy retailers lies in its construc- 
tion which permits of complete assembly while it is in 
the shipping container, from which it is lifted and put 
to use in quick and simple fashion. 

Since the display is only 9 in. long, 31/2 in. deep and 9 
in. high, an attractive color combination was essential 
to counteract its relatively diminutive size. Effective 
treatment of the display background was somewhat 
complicated by the factor of economy which limited the 
artistic treatment to two colors. By using the Abbott 
‘house colors’’ of blue and black, cut with white, a 
dignified appearance was attained, forming an effective 
background for the twin rows of black-capped, blue 
labeled miniature bottles. 

A few lines of terse copy, in reverse white on a blue 
display background, feature the use of the product ‘‘for 
open cuts and wounds.’’ The sales-appealing fact that 
this antiseptic is non-irritating is emphasized in black 
script ‘‘Does Not Sting.’’ On each side of the central 
projecting display panel line drawings in black illustrate 
typical home and industrial uses for First Aid Metaphen. 
The more common uses of the antiseptic are highlighted 
in the illustrations by outlining the hands and arms of 
the various figures in white. 

Inasmuch as the entire display is small, self-contained, 
easily handled, simple to set up and carries an interest- 
ing message to a large number of prospects, it has met 
with a fine reception by the drug trade. Besides being a 
good job advertisingly it has already demonstrated its 
power to do a good selling job as well. Sales have been 
such as to prove without question that a good, attrac- 
tive and soundly developed display can be fundamentally 
simple and also need not cost an exorbitant sum to 
produce. This smart display was lithographed and 
produced by the Strobridge Lithographing Company. 


APPEALING TO EYE, TASTE AND PURSE 


(Continued from page 69) believe will fit in with the 
personalities of their friends, or will adequately meet 
special occasions. Thus, if you lined up six people and 
asked them which of the six new Johnston's packages 
each one liked best, there would probably be six differ- 
ent answers. Each package therefore has its own dis- 
tinct character to appeal to the likes and dislikes of 
individual consumers. 

In the development of these six packages there was a 
definite idea in mind which influenced each creation. 
Ralph P. Olmstead, advertising manager, has described 
them as follows: 

The Plaid box, retailing for $1.00, is an everyday pack- 
age, consisting of assorted light and dark chocolates, 
with a variety of centers, which should pretty well 
satisfy everybody, young and old, and rich or other- 
wise. It should serve as a home consumption pack- 
age, where better than ordinary chocolates are desired, 
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for special occasions and for gift purposes. The Scotch 
Tartan is that of the Johnston family, as is the coat-of 
arms used on this box. In construction this package is a 
familiar rectangular two-layer box. It is expected 
that this will prove the most universally popular pack- 
age of the six new ones. 

The Globe Trotter Box is a bon voyage package re- 
tailing for $1.00. It is a one-layer, flat box which has 
been so constructed as to pack conveniently into a suit 
case or traveling bag. The two inside trays of small 
dark chocolates are removable, convenient to handle and 
are readily accessible. This package is as appropriate 
for a ‘‘coming home”’ box as it is a ‘going away’ gift. 
The person who has been away from home finds in it 
significant indication of his travels, which it is hoped 
will bring back most happy and pleasurable memories. 
To those leaving on a trip, its illustrative treatment 
suggests most intriguing and interesting possibilities. 

The round R.S.V.P. Box, which retails for $1.25, is a 
bold gesture. Candy dealers have steered clear of round 
packages because of the difficulty of properly stacking 
and wrapping them. However it was long felt that a 
round box was a natural candy container and this belief 
found expression in the shape and form of this package. 
Up to date, it has proven to be the most popular box of 
all. Its appeal is to the smart, younger folks, as indi- 
cated by the cover design and generally eager and ex- 
pectant appearance. It is a particularly nice package 
to take the fair lady after she has graciously accepted 
your invitation for the evening, or in this age, in which 
social correspondence has fallen into disuse, it exqui- 
sitely replaces the ‘‘thank you’ or ‘‘bread and butter’’ 
letter of former days. 

Rigmarole at $1.00 was very definitely designed for 
the ladies. It is feminine in color, design and con- 
struction. Of all the packages, this so beautifully com- 
bines the several qualities dear to feminine hearts that 
it should command their particular recognition and 
acceptance. Half-round in shape it lends itself to dis- 
play in windows, showcases and on counters. 

Zodiac—this box is the finest of the lot, contains the 
best assortment, and is priced accordingly at $1.50. 
While its appeal will be general, it is intended that this 
box of candy will be particularly appropriate for timely 
events and occasions, such as birthdays, anniversaries, 
etc. The Zodiac scheme of things and bold lettering 
of the months of the year worked into the package 
design carry out this idea very effectively. 

The Hard and Chewy box is the one strictly modern 
package in the line, and from the standpoint of design 
will appeal to those who like simple, unadorned and 
almost strictly tailored modern things. The assort- 
ment of hard and chewy pieces in this box has always 
been a wide favorite. This $1.00 package makes good 
use of gold, just as do all the others with the single ex- 
ception of the Globe Trotter. The reason for this is 
the apparent desire of the buying public for packages en- 
tiched with metallic inks. The rounded corners utilized 
on this box blend in well with the general decorative 
motif used. 


PARFAIT alone 


offers “METALEDGE" Construction 





in TRANSPARENT 
PACKAGING 


Coa among PARFAIT’S many 
exclusive construction features, isthe 
patented Metaledge construction. This 
slim band of colored metal inseparably 
combined with Saf-T-loid, gives an added 
touch of beauty, and offers maximum 
rigidity at minimum cost! PARFAIT has 
the designing and production facilities 
to give you acomplete packaging service 
—send us a sample of your product, and 
let us suggest a transparent package 
for you! 


Pachages hy Vorkai) 


PARFAIT POWDER PUFF “COMPANY 


(SAF-T-LOID PACKAGE DIVISION) 1500 N. Ogden Ave., Chicago 
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Opaque Aniline White, Yellow, Orange 


and a full range of colors 


For use on Kraft, white paper, glassine 
and the various grades of transparent 
cellulose stocks 


CRESCENT INK & COLOR 
COMPANY OF PA. 
PHILADELPHIA 
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CYLINDRICAL ENGRAVINGS 
FOR ROTARY PRESSES 


Made of wear-resisting 


STEEL for long life 


Perfect register — any 
number of colors. De- 
liveries guaranteed within 
ten days from receipt of 
order. 
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MODEL MACHINERY CORP. 


165 West 21st Street N. Yous 
Tel. WAtkins 9-0569 
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Working out the color schemes for these six boxes to 
fit in with their individual names was an interesting 
undertaking it itself. A criticism of previous packages 
was that the color schemes employed were not strong 
enough. Thus, in the new packages, they were anxious 
to take full advantage of the striking qualities of color, 
without becoming gaudy. With a variety of six pack- 
ages in different colors it was necessary to avoid what 
becomes a distasteful clash of colors, when the entire 
line of packages is displayed together. The pre- 
dominant green and purple motif of the Plaid box faith- 
fully follows out the Scotch tartan colorings, with 
Scottish thistles in bright red as a contrasting and ap- 
propriate decorative touch. The Globe Trotter box is a 
kaleidoscopic affair, with illustrations indicative of 
travel in foreign lands, done in high-light halftones in 
black, with a smash of yellow, blue and red appropri- 
ately spotted to furnish the necessary life and contrast. 
The R.S.V.P. box predominates in gold and red, milady 
in a white and gold trimmed frock and cape, while 
her escort appears in ‘“‘tails’’ and ‘“‘topper.’’ The 


| Rigmarole box is a pleasing, cool looking harmony of 


apple green, trimmed with gold, and a panel in black. 
Gold, overprinted with black, seemed particularly 
fitting for the illustrative treatment of the signs of the 
Zodiac on that box. And the Hard and Chewy box is 
a strong contrast of bright red, black and gold. 

In its studies of consumer preferences the company 
discovered that ribbon ties are quite essential in certain 
types of candy packages. Milady likes to untie a gift 
package, the impression being that the box is a great 
deal more gifty to her if she can untie the ribbons. In 
deciding to include ribbons a new type for candy pack- 
ages was inaugurated in using brightly colored opaque 
cellophane style, and a white, thread-weave, cellophane 
pattern. Only the Hard and Chewy box carries no 
ribbon, it being so smartly modern that it would seem 
superfluous to include it. 

While a long used and intensely practical shape was 
used for the Plaid box, it appeared that a variety of 
shapes would be more attention-compeiling and offer 
the buying public a greater range of selections. The 
R.S.V.P. and Rigmarole shapes were adopted despite 
the dealer’s difficulty of stacking and wrapping them, 


| and sales have certainly justified the choice. On the 


others the shape, size and form have been sufficient to 
give them distinction, among standard packages, with- 
out their appearing radical departures from orthodox 
candy boxes. 

The designing did not stop with the exteriors, but 
carried right on through to the inside wrappings, divid- 
ers and even the chocolate pieces themselves. A candy 
specialist was employed to work up new candies, odd 
shapes, new centers and new scroll decorations. It is 
difficult to describe these various new pieces, but they 
abound in true fruit flavors. Some of the centers are 
totally indescribable from the standpoint of flavor be- 
cause they are altogether new and represent nothing but 
themselves. In this effort they have attempted to carry 
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the high eye appeal of the outside of the package into the 
inside with the added delight of new taste sensations. 

From a production viewpoint each of these boxes calls 
for careful hand packing. In the clean, sunlit atmos- 
phere of the Johnston plant the boxes travel along on 
conveyor belts and, as they pass certain stations, ex- 
perienced girls pack individual pieces in the proper 
places, each girl putting in only two or three pieces. 
Every Johnston box is identical in its packing so that the 
purchaser may be certain of getting the same assortment 
when he buys succeeding boxes. 

In introducing these new packages there was no at- 
tempt made to give them a large ‘‘build-up’’ with a great 
fanfare of trumpets. The matter of proper timing for 
releasing new packages is always an important factor, 
but in their case it was particularly so, for the reason 
that it was impossible to get them into wide distribution 
until late in February, and would have proved costly to 
have them interfere with Valentine’s Day sales, by a pre- 
mature notification. During the early part of Febru- 
ary all Johnston salesmen received teaser letters instruct- 
ing them to be on hand to receive a package which 
would reach them on Feb. 15. This strategy worked 
beautifully, for while expecting a package the salesmen 
were hardly prepared for the surprise that awaited them 
when on that date they received a brand new wardrobe 
suitcase, containing the six new packages. Each box 
was enclosed in a heavy cardboard outer carton, bearing 
the same design as the candy box itself, the suitcase 
being so built as to perfectly fit these six packages in their 
outer protective coverings. 

At the same time that these new selling kits were 
released to the Johnston salesmen a special letter was 
sent to all active accounts, the nature of which was 
contained in the very first paragraph which read: ‘‘Wait 
for the new Johnston packages before placing your next 
order.’ In this simple manner the introduction was 
made, and Johnston salesmen found that their dealers’ 
curiosity had been aroused to the point where they did 
wait until they saw the new packages. They waited, 
they saw, and they bought, and in a volume that ex- 
ceeded even the fondest hopes of the Johnston execu- 
tives! With his first shipment each dealer received a 
number of especially designed window stickers, one for 
each of the new boxes, and reports are that an unusually 
large percentage of dealers put these to immediate use, 
along with special window displays. In addition to 
this point-of-sale means of acquainting consumers with 
the new packages, the Feb. 20 issue of the Saturday Even- 
ing Post carried an advertisement, closely followed by 
others appearing in the Post, Fortune, Vogue, Time and 
Life. Additional notification to the trade was made in a 
half-page advertisement, illustrating all six packages, 
which appeared in the March 15 issue of Drug Topics. 

While nothing startlingly dramatic was undertaken 
in this development and promotion it has accomplished 
its mission, winning a high degree of enthusiasm on the 
parc of dealers, and ready acceptance by discriminating 
consumers. 














Undoubtedly the most novel slitter and rewinder 
developed in many years, is the 


BECK “RAZOR BLADE” SLITTER? 


Unique in its performance it slits and rewinds cellulose 
materials, glassines, etc., with a polished and clean edge, 
and produces rolls that are properly wound. 

Razor Blades cost little—upkeep therefore low. Sim- 
plicity of construction means reduced labor costs thru 
quick adjustments. 





Also BECK AUTOMATIC ROLL SHEET CUTTER 


Send for circular 


CHARLES BECK MACHINE CO. 


13th & Callowhill Streets Philadelphia 



































Gay Atlantic City! 


CAROLINA 
C fa ES T neem 
HOTEL |... 


On Beautiful North Caro- 
lina Avenue, Atlantic City 














your room any time up to 11 


Serving a Tray Breakfast to 
(s INGLE 


o’clock without any charge for As Low As 
breakfast or service. $2.50 and $3 
* 
Every Room Has Private : aepmogg 
Bath and at Least Three ‘ is $6 
Large Windows 
= 
Write for Weekly Rates 
and Group Rates 
HARRY L. FAIRBAIRN H. L. FAIRBAIRN, JR. 
Proprietor Manager 
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“IT CAN'T HAPPEN HERE” 


said the 


storekeeper 








“One gallon will last me a month.” the store- 
keeper continued. “Tomato juice moves slow 
around here.” 


“Well, leave this dispenser on the counter and 
see,” said Inventor Watson F. Barnhart. . . 
Two hours later the storekeeper phoned for an- 





other gallon! 





UREZ made the new Barnham dis- 
penser possible, made it possible to 
enclose an ice-cooled juice dispenser in a 
lifelike replica of a luscious tomato Stand- 
ing on a counter, it attracts all eyes —sug- 
gests a tasty, cooling drink. 
You may not make tomato juice, but per- 


haps molded Durez can give you an equally 





| fective display or dispensing unit. Durez 
can match your product's shape, color and 
| detail—whether it be bottled, boxed or bulk. 


Durez is molded under heat and pressure 


into objects of almost any size or form — 
from replicas of grapes or cigarette pack- 
ages to containers of exquisite beauty and 
detail. It’s lighter than any metal, strong 
and shatter-proof. It resists acids, alkalies, 
moisture and oils. It gives you a lustre that 
no one can wear off, because it’s part of 
the molding. 

For suggestions on how you can _ us¢ 
Durez, and full information, write General 
Plastics, Inc., 125 Walck Road, North 


Tonawanda, New York. 


General Plastics’ 


DUREZ 
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your great opportunity to have an outstanding cap; 
their appeal is universal and profitable because 
everyone is attracted and pleased by lovely color. 
It may be a pastel cap you need, or a vividly 
colored one...or a pure white closure as Elmo, Inc., 
uses. You have only to name your color to obtain 
it in a Plaskon cap—that’s also smooth, lustrous, 
and warm to the hand. 
Packaging experts will tell you that outstanding 
performance and great popularity among con- 
sumers are the concluding reasons why a Molded 
Color cap is the wise and beautiful finishing touch 
on any container requiring a closure. 
Askus today for complete information and samples. 


Hundreds of sales winners are packaged in Plaskon Molded Color. Caps molded by Armstrong Cork ‘roducts 
Samples and design information to meet your requirements on request. 


PLASKON COMPANY, INC. - 2122 SYLVAN AVENUE - TOLEDO, (}HI0 





